CHICAGO 


PUBLISHED 
WEEKLY at 537 
5, DEARBORN ST. 
HAR. 7504 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1982, ut the postoffice at Chicago, Ill., under the act of March 3, 1879 


NEW YORK 


330 WEST 
FORTY- 
SECOND _ ST. 
BR. 9-6432 


ol. 4, No. 33 


AUGUST 19, 1933 


5 Cents a Copy, $1 a Year 


ough Proofs 


Don’t repeat this, but the lovely 
Miss Ipana, the dental charm girl at 
he world’s fair, is said to be a Col- 
gate’s tooth paste addict. 

7 F F 


Some of the snootier New York 
department stores have courses in 
French for their employes. The next 
step in progress will ndoubtedly be 
o teach them a little English. 

~~ ~~. 

The White Star Line advertises, 
“Express sailings to Europe.” 
What—no stops at local stations? 

~~ VF F 
Firestone’s three-millionth visitor 
at their world’s fair exhibit had no 
automobile, but they gave her a set 
of tires anyway. Maybe she can use 
them on her roller-skates. 


DS. 


vy¥ssy 
Wallace Meyer wrote an ad for the 
railroads which suggested that the 
bus lines haven’t enough toilet fa- 
cilities. The bill for the space should 
have been sent to Crane and Kohler. 


vvey 

An expensive syndicate sports 
writer insists that Mrs. Moody’s 
vertebrae “is’’ misplaced. Editors 


wield the blue pencil much more 
timidly than advertisers. 
7 ¥ F 

A lot of excitement is already be- 
ing shown over the prospective re- 
vivals of the famous old whisky 
trademarks. How about a cam- 
paign built around the best of them 
—“Green River, the whisky without 
a headache”? 


vvy 

When John Barleycorn once more 
arrives on the scene, he will be con- 
fronted with a public accustomed to 
orange juice, tomato juice, clam 
juice, pineapple juice and roast beef 
au jus, and demanding, ‘““What about 
your vitamins?” 

> Vv 

A new food products advertiser 
is reported to be working on a list 
of “housewives of high financial 
standing.” The highest financial 
Standing a wife needs is just enough 
to reach her husband’s pockets. 

-_ = 

Some publishers seem to be em- 
barrassed at the prospect of having 
to charge their customers card-rates 
for advertising space. Looks as if 
this NRA code is going to make bus- 
iness men prosperous in spite of 
themselves. 


= } 
a Prohibitionists in Texas are cross- 
) ing the Rio Grande to get radio fa- 
§ cilities through which to address 
Lone Star listeners. This seems 
§ quite appropriate, in view of the 
) Well known aversion of Mexicans to 
} anything weaker than mescal. 
E > + 
In spite of their feminine audi- 
ences, Hellman’s Mayonnaise and 
Kraft’s Miracle Whip salad dressing 
are slapping back at each other in 
anything but a lady-like manner. 
But women always did like to look 
on at a good scrap. 
. @ | 
The Prima Company has brought 
out a booklet intended to instruct 
the consumer in the art of drinking 
beer. That’s almost as necessary as 


instructing a baby in the art of 
drinking milk. 


* + YF 
J In Conklin Pen’s fall advertising, 
the frequency of issue is such as 
to give the impression of a much 
heavier campaign than is actually 
contemplated.” That’s a good trick, 
even if you don’t do it. 
Copy Cus. 


HEADS AGENCY 


Paul E. Faust 
(Story on Page 12) 


SEND PICTURES 
THROUGH OZONE 


Caldwell Says New Method 
Has Been Perfected 


Washington, D. C., Aug. 17.—Your 
morning newspaper printed on an at- 
tachment to your radio while you 
sleep. 

This is the amazing picture held 
up by Orestes H. Caldwell, former 
member of the Federal Radio Com- 
mission and editor of Electronics and 
Radio Retailing, McGraw-Hill papers, 
in the current issue of Broadcasting. 

Apparatus for this purpose has al- 
ready been perfected and is merely 
awaiting a timely moment for gen- 
eral introduction, according to Mr. 
Caldwell. 

“Ordinarily I turn off my radio set 
when I go to bed,” he said. “But 
with the new service available, in- 
stead of turning off my set at bed- 


time, I would merely throw the 
switch over to another position 
marked ‘facsimile.’ 


A Complete Paper! 


“Then about 2 a. m. the facsimile 
attachment would begin printing for 
me a small newssheet, which would 
unroll beneath the radio as fast as it 
is printed, so that when our family 
came down to breakfast, there would 
be waiting in a receptacle below the 
radio set a complete little morning 
newspaper, with headline news, ad- 
vertising, and radio programs for the 
day.” 

To apply the new method to a 
home radio set involves relatively 
simple apparatus, Mr. Caldwell 
pointed out. The modern facsimile 
reproducer can be assembled for $25 
each, under mass production meth- 
ods, he said. 

Even if broadcasters do not desire 
to complicate their relations with 
newspapers, the new possibilities can 
be turned to advantage. 


Simultaneous Use 


“Experiments have proved that a 
slow rate of facsimile reproduction 
can take place alongside of broad- 
casting, without producing an audi- 
ble note to interfere with aural 

(Continued on Page 14) 


New York, Aug. 17.—The American 
Association of Advertising Agencies 
this week reported that satisfactory 
progress on a code under which ad- 
vertising agencies will operate has 
been made. It is anticipated that the 
completed code will shortly be sub- 
mitted to NIRA for approval. 

Officials of the Four A’s declined to 
discuss any of the contemplated pro- 
visions of the code, pointing out that 
it is customary for NIRA to release 
the details after the code has been 
submitted. 


New York, Aug. 17.--George Lucas, 
executive secretary of the National 
Publishers Association, was made 
executive secretary of the new Peri- 
odical Publishers Institute this week. 

An executive board of seven mem- 
bers was likewise named. They are 
W. B. Fuller, Curtis Publishing Com- 
pany; John Hanrahan, The New 
Yorker; Charles S. Hart, Elks Maga- 
zine; S. R. Latshaw, chairman of the 
Periodical Publishers Institute; 
James H. McGraw, Jr., McGraw-Hill 
Publishing Company; Lee W. Max- 
well, Crowell Publishing Company, 
and P. E. Ward, Farm Journal. 

During the week, discussions were 
held on various details pertaining to 
the code but no outstanding action 
other than the naming of the execu- 
tive secretary and executive board 
was taken. The code is in the hands 
of Washington officials. 


Will Answer Questions 


In the meantime, questions of 
those affected by the code may be 
filed with the executive secretary. 
At a later date, it is planned to ap- 
point a special committee to work on 
the problems brought up in such 
queries. 

Concerning the raising of advertis- 
ing rates by publishers under the 
code, over which there has been some 
misunderstanding, it is officially 
stated that no difficulty should be ex- 
perienced. The sole requirement is 
that the publisher submit to the in- 
stitute a new rate card noting the 
upward revision. : 

It will not be necessary for the 


P. P. I. Organization 
Completed; Clear Up 
Questions on Rates 


ON GOVERNING BOARD 


James H. McGraw, Jr. 


publisher to state his reasons for the 


rate change. In other words, he will 
enjoy the same freedom in this re- 
spect as in the past, save for the nec- 
essity of filing a record of the change. 


Discusses Rates 


New York, Aug. 17.—Periodical 
publishers having contracts with old 
advertisers at rates lower than cur- 
rent card rates will not be required 
to revise these contracts under the 
new code of Periodical Publishers In- 
stitute, so long as all advertisers are 
given the same rates under similar 
conditions. 

That is the opinion of Mason Brit- 
ton, vice-president, McGraw-Hill Pub- 
lishing Company, and director, Asso- 
ciated Business Papers, Inc. 

“All rates in effect must be re- 
ported to the institute, which will 
hold them available to the public,” 
Mr. Britton said. “Competitors will 
doubtlessly make free use of the in- 

(Continued on Page 13) 


Williams & Cunnyngham, Inc. 


Cleary became advertising manager 
ago, subsequently being made sales 


New York, Aug. 18.—The Texas 
Chief.” 
knock ‘regular’ . 
repolitan papers. 


tangible personal property and rece 


Rice, director, Illinois department of 


Last Minute News Flashes 


Cleary Joins Roche, Williams & Cunnyngham 


Chicago, Aug. 18.—James M. Cleary, until recently president of the 
White Company, Cleveland, has been appointed vice-president of Roche, 


After serving the Chicago Tribune and WGN in various capacities, Mr. 


of Studebaker Corporation nine years 
manager and then vice-president of 


Studebaker Pierce-Arrow Rockne Sales Corporation. 


Texas Company Announces Improved Gasoline 


Company used large newspaper space 


in important cities today to announce “a new Fire-Chief—a greater Fire- 
The gas is flame tinted, and is described as “100 per cent anti- 
. at no extra price.” 


Color pages were used in Met- 


Illinois Sales Tax Applies to Publications 


Springfield, Ill., Aug. 18——‘‘Newspapers, magazines and periodicals are 


ipts from retail sales thereof to pur- 


chasers who use them and do not purchase them for resale, are within the 
retailers’ occupation tax,” and their sale is therefore taxable, Joseph J. 


finance, ruled late yesterday. 


“The person making the final sale of the newspaper, magazine or peri- 
odical is answerable under the provisions of the act,” the ruling said. 


NATIONAL COPY 
IN NEWSPAPERS 
AHEAD OF 1932 


July Figures. for 30 Cities 
Show Changing Trend 


New York, Aug. 17.—For the first 
time in many months, total national 
advertising lineage in 111 daily 
newspapers in 30 important cities 
showed a gain in July as compared 
with the same month in 1932, the 
monthly summary of New York Eve- 
ning Post reveals. 

Total national advertising lineage 
for the group was 13,207,169 in July, 
1933, a gain of 1,335,100 lines over 
the 1932 figure of 11,872,069. This is 
a gain of more than 11 per cent over 
the 1932 figure. 

That the improvement in national 
advertising during the month was 
not confined to any particular trad- 
ing area or section of the country is 
indicated by the fact that in 28 of 
the 30 cities reported on, the news- 
papers as a unit carried more na- 
tional advertising in July than in the 
same month last year, while of the 
111 individual papers listed, 85 
showed a gain in this classification. 


Local Advertising Drops 


While local advertising in the 
same cities lagged behind national 
copy, relatively speaking, it made an 
excellent showing, the 111 papers 
printing 93.7 per cent of their July, 
1932, total. This is slightly under 
the June showing—the best this year 
—when the figure was 94.6. Total 
local lineage figures for the month 
were 30,906,153 in 1933, and 32,981,- 
271 in 1932. 

Leading in local lineage gains was 
Cleveland, in which July lineage in 
this classification equalled 143.1 per 
cent of that for the same month in 
the preceding year. 

Other cities in which local lineage 
exceeded the previous year’s were 
Chicago, 106.7 per cent; Philadel- 
phia, 10¢.6 per cent; Washington, 
101.3 per cent; Seattle, 105.3 per 
cent; Indianapolis, 110 per cent; and 
Des Moines, 103.2 per cent. 


Nine Get More Lineage 


In total advertising lineage nine 
cities of the 30 listed exceeded their 
1932 figures in July. They were New 
York, Chicago, Philadelphia, Cleve- 
land, St. Louis, Washington, Cincin- 
nati, Seattle and Indianapolis. 

Of the 111 papers listed, 39 showed 
a gain in total volume of advertis- 
ing carried during July, compared 
with the same month of the preced- 
ing year. 

These papers were New York Her- 
ald Tribune, Times, Mirror, News, 
Evening Sun, and Brooklyn Eagle; 
Chicago Daily News, Tribune, and 
Herald-Examiner; Philadelphia Rec- 
ord, Ledger, Evening Ledger, and 
News; Boston Transcript; Detroit 
Times; Baltimore American, News, 
and Post; Washington Post, Herald, 
and Evening News; Cleveland Plain 
Dealer, News Leader, and Press; 

Buffalo Courier-Express; St. Louis 
Post-Dispatch and Globe-Democrat; 
New Orleans Item and Tribune; Cin- 
cinnati Post and Enquirer; Minneap- 
olis Tribune; Seattle Times, Post-In- 
telligencer, and Star; Indianapolis 
Star and Times; Providence Jour- 
nal; and Denver News. 
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“Modern Magazines” 


Announce Changes 


Effective with the January, 1934, 
issue, the Modern Magazines unit will 
consist of Modern Screen, Radio 
Stars, and Modern Romances, and 
will guarantee 1,050,000 net paid cir- 
culation. Until Oct. 1, 1933, adver- 
tisers may place orders for all 1934 
issues at a rate per page of $1,900. 

All three magazines. circulate 
through the same outlets: S. S. 
Kresge Company, S. H. Kress & Co., 
W. T. Grant Company, McLellan 
Stores Company, McCrory Stores 
Corporation, G. C. Murphy Company, 
Grand-Silver-Metropolitan Stores, and 
American News Company. 


American Exports Up 


American exports in sixteen coun- 
tries for the first six months of this 
year are better than last year, ac- 
cording to National Foreign Trade 
Council. The countries are Argen- 


tina, Brazil, Chile, Venezuela, Co- 
lombia, Mexico, Italy, Germany, 
France, Finland, Spain, Belgium, 


Australia, New Zealand, South Africa 
and Egypt. 


Chevrolet Field Men Meet 


Three hundred field officials of 
Chevrolet Motor Company met in De- 
troit last week to confer with fac- 
tory executives. This is the first of 
a chain of meetings in the seven 
other territories. 


Open Season 
for Hay Fever 
Is Recognized 


Chicago, Aug. 17.—Two Chicago 
advertisers recognized the opening of 
the annual hay fever season this 
week, though one, Kleenex Company, 
appeared to be handicapped by lack 
of a hay fever map. 

This company, which has been 
waging a vigorous campaign to de- 
velop new uses for its tissue hand- 
kerchiefs, sent two pieces of copy 
to newspapers for later insertion. 
The accompanying instructions sug- 
gested that the advertising manager 
use his discretion. 

Where the hay fever season is in 
full bloom, the hay fever copy will 
appear, urging sufferers to avoid re- 
infecting themselves with ordinary 
handkerchiefs. Where hay fever is 
not a local issue, the copy will de- 
scribe the merits of Kleenex for 
cleaning automobiles. Lord & Thomas 
handle the Kleenex account. 


Introduce New Product 


Ruthrauff & Ryan offered new 
hope to hay fever addicts of Illinois 
and Indiana this week by placing 


copy of the Histeen Corporation, Chi- 
cago, heralding a new discovery. 

“Not pollen, but poison produced 
by pollen, is prime cause of suffer- 
ing, says Chicago specialist.” Thus 
ran the new message of deliverance. 
The advertising offered Histeen tab- 
lets as a new relief. 

Though the hegira of hay fever 
sufferers to parts of the country 
where the deadly pollen does not 
penetrate is an annual occurrence, 
no transportation company has yet 
capitalized the event in its advertis- 
ing. Some resorts have used their 
immunity as advertising copy, how- 
ever. 


Jewish Editor Dies 


Ezekiel Sarasohn, famous publisher 
of Jewish newspapers in New York 
and Hebrew scholar, died at New 
Rochelle, N. Y., Aug. 15, after a lin- 
gering illness. He retired in 1928, 
after serving as publisher and chief 
editor of the Jewish Gazette and the 
Jewish Daily News for several dec- 
ades. 


Lillicotch With Powers 


Francis Lillicotch has joined sales 
staff of Powers Reproduction Corpo- 
ration, New York. He was formerly 
in the production department of the 
Federal Advertising Agency and 
sales department of Frost Brothers. 
typography. 


A Real Estate 
Comments on 


HOME 
THAT 


Real Estate brokers are well qualified to appraise 
If an unbiased real estate 
broker is convinced that Quality Group subscrib- 
ers are among the better-class people “as to finan- 


their fellow citizens. 


Company 
the . 


S 


“After checking over a list 


of your subscribers, we are 


convinced that in this city 


they are among the better 


dential 


cial rating and education” of his community, his 
opinion is of significance. Being rated well finan- 
cially establishes them as buyers of all worth- 
while products and services of quality. Being well 
educated, they understand, appreciate, respond, to 


well-directed advertising appeals. 


Half a million 


such people throughout the nation receive The 


Quality Group magazines each month. That they 
read your sales messages in these Magazines is a 
matter of mutual benefit to them and to you. 


in value... . 


class of people both as to 
financial rating and as to 
education . . . Practically all 
live in the best portions of 
our city and a very large por- 


tion of them in our best resi- 


section, in homes 


averaging over $15,000.00 


99 


Number 6of a series of comments by business men on 
the buying habits of Quality Group subscribers in their 
communities, after carefully checking the Quality 
Group subscription lists. Writer's name available. 
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JULY NEWSPAPER LINEAGE IN 30 CITIES 
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—New York Evening Pos. 


City National Local Classified 

1933 1,784,548 3,049,561 1,197,871 6,923 a 

New York...... eee 1982 1,469,163 3,203,116 1,259,167 75 
‘ ae né » etc. 

thos ATs Diff _+315,385 = —153,555 61,296 + 16544 
1933 693,183 1,577,778 $15,388 34a 

SON xacckic resets 1932 598,793 1,478,042 741,237 3.1955 
- ~ ee Diff _+94,390 +99,736 +74,151 + 258.44 
1933 613,172 1,822,349 901,716 3,650) 

Philadelphia ...0.scesse 1932 528,442 1,811,230 912,302 3,531.04 
Dift +84,730 +11,119 —10,586 419594 

ort 1933 543,549 962,188 401,490 aR 
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Diff +63,097  -—298,638 —92,878 — —368'45 

wees 1933 448,613" 1,205,120 297,894 abi 
oe ee ree 1932 410,472 842,316 372,383 1,695 
Dift +38,141 +362,804 —74,489 $326 4: 

1933 458,165 953,610 464,055 ~ Tate 

6. DER. cea insvavevns 1932 391,440 1,061,705 382,440 1.83745 
Diff +66,725  —108,095 + 81,615 + 39,0 
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1933 621,551 1,215,303 475,866 231 

NS oien cs Fesanes 1932 592,554 1,218,792 554,595 =. 2.365 9) 
Diff + 28,997 —3,489 —78,729 —53.29) 

a 675,808 1,482,432 747,152 2905p 

Tied ARBGIOE. 06 66602s0ns 1932 620,326 1,889,468 810,250 3,320.94 
Diff +55,482 —407,036 —63,098  —414'¢55 

- 1933 275,802 741,988 243,888 Lili 
ereerrer rT ere 1932 237,383 824,476 259,910 1,555.55 
Dift +38,419 —82,488 —16,022 —80,677 

i ee 698,668 1,018,295 566,926 2.28385 

San Francisco.......... 1932 586,677 1,058,005 751,621 2,396,303 
Diff +111,991 —39,710 —184,695 —1124, 

mas ( 388,817 786,542 184,807 1,360,1% 
Pee eee 1932 366,066 827,246 216,870 1,416,182 
Diff + 22,751 —40,704 —32,063 —50,015 

1933 624,436 1,686,100 750,566 3,061,110 
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Diff +70,911 + 21,810 +9207  — +-101,59 

ey 1933 358,414 1,061,186 334,698 1,754,081 

CUSIINRE a5 eccccvinees 1932 295,652 1,071,140 364,560 1,731,359 
Diff + 62,762 —9,954 —29,862 + 22,945 

~ 1988 389,211 1,206,279 597,977 2,193.41 

New Orleans........... 1932 385,966 1,482,061 436,556 2,304,583 
Dift +3,245 —275,782 +161,421 —111,14% 

~ 1933 361,925 798,489 281,410 1,472,00i 
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TAGS 556 cote pedees 1932 249,730 1,096,863 237,498 1,584,956 
Dift +43,456 —157,025 —25,648 —139,559 
e 1933 348,748 701,340 219,088 1,269,176 
Oh DO ois os kee 1932 330,904 800,898 224,434 1,356,236 
Diff +17,844 —99,558 —5,346 —87,060 
1933 265,339 535,383 289,141 1,089,863 
Se ere 1932 243,827 591,356 369,352 1,204,535 
Diff +21,512 —55,973 —80,211 —114,672 
1933 143,336 637,686 196,770 1,065,767 
eT Peres 1932 136,394 650,171 236,631 1,086,925 
Diff +6,942 —12,485 —39,861 —21,161 
i 1933 252,378 598,052 109,480 959,910 
Birmingham ........... 1932 224,420 778,274 108,556 1,111,250 
Diff +27,958 —180,222 +924 —151,340 
1933 198,411 589,921 229,317 1,148,665 
TOAONE eikskecciciea 1932 184,391 615,732 251,854 1,157,709 
Dift +14,020 —25,811 —22,537 —9,044 
1933 250,978 950,306 214,550 1,415,834 
DERIOR Ficcvesaxemices 1932 246,918 1,035,160 251,146 1,533,224 
Dift + 4,060 —84,854 —36,596 —117,39% 
. 1933 261,842 780,766 312,508 1,355,116 
PGUNION 65k iis cueasees 1932 259,434 888,090 362,222 1,509,746 
Diff +2,408 —107,324 —49,714 —154,630 
a 1933 230,814 422,371 170,324 823,508 
Dee MOOG 6 s.5555:5:09558 1932 260,509 409,198 183,904 853,611 
Diff —29,695 +13,173 —13,580 —30,102 
1933 13,207,169 30,906,153 12,202,431 59,013,487 
OCRNE acces coe ass 1932 11,872,069 32,981,271 13,024,550 60,414,112 
Diff +1,335,100 —2,075,118 —822,119 —1,400,6% 


Buffalo Advertising 
Women Push NRA 


Irene Hummell, president of Buf- 
falo League of Advertising Women, 
is chairman of a committee named 
by Arthur J. Block, general chairman 
of the Buffalo NRA activities, to con- 
duct a special advertising campaign. 
Displays in stores, hotels and thea- 
ters will be arranged. 

Members of the committee are 
Sophie Alexander Whitman, Gene- 
vieve Goodrich, Marie McIntire, 
Frances Rew, Ethel McKown, Irma 
Oehler, Cora Geiger, Ann Wild, Eliz- 
abeth Gibbons, Gertrude Moesch 
Schmidt, Verona Mackeson and Mrs. 
Catherine Webb. 


Sweeney Dies 


J. T. Sweeney, assistant general 
sales manager for Phillips Petroleum 
Company, died at his home in Bar- 
tlesville, Okla., last week, following 
a brief illness. He was 40 years old. 


Powell Agency Started 

W. F. Powell has organized the 
Powell Advertising Agency with 
headquarters in the Bridges Bldg., 


Jackson, Miss. 


George Podeyn Joins 
Street and Finney 


George J. Podeyn, for 10 years ac 
tive in commercial broadcasting, has 
joined with Street & Finney, Int, 
New York, as account executive. 

In 1925 he was sales manager fot 
WEAF, later being made sales mal 
ager for the National Broadcasting 
Company and serving in other ¢& 
pacities with that firm. 
entered the advertising agency field, 
as manager of the radio department 
of George Batten Company, Inc. 


New Kupsick : Accounts 


Two hotels and two commercial 
companies have appointed J. R. Kul 
sick, New York, to handle their at 
They are the Sheltol 
Hotel, Hotel Seymour, Ormig Cor 
poration, distributor of Ormig dupli 
cating machines, and Imperial Crest 
Wine Company, all of New York. 


vertising. 


Buckley Promoted 


for several 
years manager of the Detroit tertt 
tory for Nation’s Business, has beet 
named western manager for that 


Joseph H. 


publication. 


Buckley, 


In 1927, he 
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Tota} 
6,923.44 
6,756, 
+ 166,14 
3,450 
3,195 0g. 
+ 258,24 
3,659 
3,531.0 
+128, 
1,945, 8j 
2,31 4,31) 
—368 45) 
1,951,853 
1,625.17 
+ 326,45 
1,876,i) 
1,837,11) 

+ 39,0 
201 
2,881, 86) 

— 267,60 
2,312 7 
2,365,94) 
—53,22) 

2,905, 


1,360,106 
1,416,199 
50,015 
3,061.10 
2,959,174 
+101,993 
PRET} 
1,731,385) 
+ 22,945 
2,193,401 
2,304,583 
—111,115 
1,472,001 
1,486,337 
—13,873 
1,490,841 
+157,719 
1,738,824 
1,620,909 
+117,915 
1,097,803 
1,163,499 
— 65,696 
1,359,609 
1,497,986 
—138,371 
1,353,650 
1,571,691 
—218,039 
1,445,391 
1,584,956 
—139,559 
1,269,176 
1,356,236 
—87,060 
1,089,863 
1,204,535 
—114,672 
1,065,761 
1,086,928 
—21,161 
959,910 
1,111,250 
—151,340 
1,148,665 
1,157,709 
—9,044 
1,533,224 
—117,39 
1,355,116 
1,509,746 
—154,630 
$23,509 
853,611 
—30,102 
9,013,487 
0,414,112 
1,400,625 
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prYMOUTH, MICH... U.S-A a 
} August LOth-» 1933 — 
The Open Road Publishing COcs as 
122 East 42nd street, ical 
New York» N. Ye i ‘ 
Attention of Le S- Gleason 3 
pavertisine Menager oti 
: You may have read the article entitled "Boy Market is Depression 
proof, This pavertiser Finds" » which appeared over mY name in ; 
the August 10th. issue of printers' Ink. Tf you nave, you know 
| that the purpose of the article is to describe the "hows" and 
Nghys" of our remarkably successful Daisy “Bus Barton" hir is 
: rifle campaign Bs 
| T want you to know that 1 realize how gmportant was the part ia 
played py the Open Road for Boys Magazine in the success of this cos 
campaign — which success was the more remarkable pecause 4% took 
piace guring the darkest days of the depression period. This 7 
fact proved to us that boys magazines can be made tremendously sa 
| productive even in the worst of wiles: In the Buz? Barton cam~ os 
paige we used more Open Road space than in any previous campaign — me 
and the results more than proved the wisdom of our judgments This - 
| year we are usings as you ow, even more space jn Open Road then we 
| jn 195%» which should show our high regard for the pulling power Bae 
| of Open Roed gavertising: bee 
a T am convinced that the Open Road for Boys Magazine is an extremely in 
Bai powerful sales medium, and 1 doubt 4f our Buzz Barton campaign ae 
, would have gcorea the success 4% aid githout the stimulus provided a 
inal py Open Road gavertising- bie 
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Price Maintenance Progress Under 


the NRA Emblem 


One of the immediate by-products 
of the NRA code activities will prob- 
ably be greater progress in resale 
price maintenance than has been 
made after years of effort through 
ordinary legislative channels. Just 
as advocates of child labor legisla- 
tion worked for twenty years with- 
out success, only to find their ob- 
jective achieved promptly through 
NRA, so those who have been work- 
ing to establish a legal basis for 
price maintenance will likely see 
their dreams realized through the 
adoption of retailers’ trade codes 
under the recovery act. 

The elimination of unfair compe- 
tition in retail selling is covered by 
almost every code which has been 
worked out by retail groups, and 
this includes in nearly every in- 
stance some provision for price 
maintenance. Thus the use of loss 
leaders, a plan in which the good- 
will of the nationally advertised 
product is made to serve the ends 
of the retailer by bringing in pros- 
pective buyers of other products, 
will be tossed into the discard. At 
least, that is the way it is expected 
to work out. 

Manufacturers who have _ strug- 
gled for years to protect their 
brands from the price-cutter, in or- 
der to insure a profit to the trade 
in handling them, will welcome the 
codes which promise to insure sell- 
ing all goods above cost. The form 
in which the codes are drawn will 


determine whether the maintenance 
of resale prices will be accomplished 
definitely or only in part, but cer- 
tainly some progress will be made 
in that direction. 

Both the drug and grocery fields 
have shown a disposition to get in 
line on this subject, and perhaps a 
general retailers’ code will be 
adopted in which provisions on price 
maintenance will be included. Thus 
retailers as a whole will accept, as 
part of the NRA program, a feature 
to which many of them have ob- 
jected vioiently in the past, on the 
ground that price maintenance de- 
prives them of complete control over 
their own property. But actual test 
of the plan under the emergency 
system may demonstrate that they 
have mutual interests with the man- 
ufacturer in maintaining the profit- 
ableness of every item sold by them 
and their trade generally. 

Price maintenance has been a 
subject of special concern to the 
national advertiser, the chief pro- 
duct of whose efforts through pub- 
licity is usually consumer accept- 
ance and good-will. But in order to 
capitalize these advantages, he must 
also have trade good-will. Unless 
the trade can handle the product 
at a profit, the channels of distribu- 
tion are certain to become clogged, 
and every cut-price sale in which 
a standard advertised product is sac- 
rificed to make a bargain holiday 
tends to create that condition. 


Advertising Is a Necessity 


The conclusion that advertising is 
a necessary and indispensable part of 
modern merchandising is supported 
dramatically by the current efforts 
of Ford dealers all over the country 
to carry on advertising campaigns 
of their own as a means of making 
up for the somewhat sluggish and 
inadequate efforts of the Ford Mo- 
tor Company in 1933. 

Mr. Ford is publishing an inter- 
esting series of letters, in which he 
is discussing frankly the general 
policies of the company and also 
technical details of the current mod- 
els. But while this is a fine series, 
as far as it goes, it does not seem 
to be the kind of campaign needed 
to meet the aggressive advertising 
and sales promotion efforts of Chev- 
rolet and Plymouth. 

Ford dealers recognize this. They 
want advertising. In fact, they want 
it so badly that they are proceeding 
to buy it, in cooperation with other 
dealers, and without waiting for the 
home office to say, “Go ahead.” They 
feel that the situation represents a 
real emergency in which the recog- 
nized good-will of the Ford name 


and the sturdy qualities long inher- 
ent in Ford products are likely to be 
lost sight of by the public. Only 
advertising will cure the ills from 
which they are suffering in the fight 
to retain a satisfactory portion of 
the low-priced automobile market. 

If you were to ask a Ford dealer 
what he thinks about advertising, 
the chances are that he would tell 
you that it is a vital part of his bus- 
iness—that he can’t get along with- 
out it. He will probably look glum 
when you mention the Ford Motor 
Company campaign as compared 
with the advertising of competitive 
lines, and agree that he can’t afford 
not to participate on any satisfac- 
tory basis provided through coopera- 
tive effort with other Ford dealers. 
That is why advertising agencies 
which have gone out to sell Ford 
campaigns have met with remark- 
ably slight resistance. They have 
offered something Ford dealers want 
and feel that they can’t get along 
without. 

There is a moral here for adver- 
tisers in and out of the automobile 
business. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 510. How Beer Jobs are Being 
Installed. 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 513. Merchandising With 
play Containers. 

An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de- 
veloped by Einson-Freeman Com- 
pany. 


Dis- 


No. 514. Every Woman Leads a 

Triple Life. 

“Is a woman a creature of pleas- 
ure and romance? A purely domestic 
genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall’s Magazine into 
“three magazines in one.” 


No. 515. 
Work. 


An intriguing presentation of the 
contention of Redbook Magazine that 
“the shadow of a man stands behind 
every woman who buys.” Contains 
the complete series of “shadow” ad- 
vertisements for Redbook which has 
appeared in the advertising press. 


DANGER! Shadows at 


No. 433. WLW—“The Nation’s Sta- 


tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 
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- —Ballyhoo. 
"Good morning to you, good morning to you, good morning, Mr. 
Krohler, good morning to you!" 


Voice of the Advertiser 


Proving That Eve Was 
Mother of Advertising 

To the Editor: Everyone is al- 
ways enjoying Copy Cub’s antics 
among the “Rough Proofs” but now 
the clever little fellow after gam- 
bolling down his column on Aug. 5 
has left us to wonder where nudity 
might have been today “If only 
Father Adam hadn't eaten that ap- 
ple!” 

What if Eve herself had not first 
eaten the fruit? That seems a more 
pertinent thought in the realm of 
advertising. Adam meekly accepted 
her gift. Result? “So they stitched 
some fig-leaves together and made 
themselves girdles.” Yes; the tex- 
tile industry was in this manner be- 
gun—an industry at once so in- 
dispensable and soon so multifari- 
ous that even when advertising con- 
sisted of only the spoken word the 
main topic of the feminine broadcast 
must have been “dress.” 

Now think of the printed and the 
radioed advertising of the past and 
the present. Much of it never would 
have emanated but for Eve’s fortu- 
nate conception of personality and of 
grace. There would have been no 
magazines and page-spread advertise- 
ments of style and beauty; no 
“beauty aids,” or even mirrors, to 
advertise. No one believes that the 
sublime attribute of human life, love, 
ever would have sweetened our ex- 
istence if Eve had not seen what 
Dr. Moffatt tells us in his translation. 
Romanticism could never blossom 
amid “vulgar nakedness.” 

So Eve’s “wrong-doing” was an 
awakening that was very good for 
the world. And what a boon for ad- 
vertising! Let us, then, extol this 
grand woman for her timely per- 
ception and cease to reproach poor 
“Father Adam.” 

Another thought is that in fairness 
to Adam’s reputation we should not 
fail to recall that he was not yet a 
father when he ate from “the tree 


that yields knowledge of good and 
evil.” The circumstances were that, 
in the glorious park in that land of 
Eden, Adam was content with a 
“date” and didn’t care a “fig” until 
the serpent crept upon the scene. 

Further, no botanist has been able 
to tell us the particular kind of fruit 
that Eve gave to Adam after the ser- 
pent had beguiled her—unless it was 
a love-apple, which, however, is not 
an apple but a tomato, a fruit once 
believed to exert an influence on the 
tender emotions. But we do know 
that the fruit which both Adam and 
Eve ate was a veritable eye-opener. 

And those of us who are not with- 
out a perception of the beautiful in 
nature and art, as well as those of 
us who are solely matter-of-fact ad- 
vertising men, should rejoice that 
Adam and Eve realized the very pal- 
ticular state of affairs, then and 
there. For, if they had not, we 
should have neither heard the de- 
lightful rustling of the silken dress, 
nor enjoyed the charms of the vast 
artistry and of the myriad hues in 
the garb of Eve’s daughters, nor sold 
a pennyworth of fabric or style or 
color in all these centuries. A 
mighty “Hurrah!” that the eyes of 
Adam and Eve were opened! 

Now, notwithstanding a sporadic 
fad of furtive nudism, let us assure 
ourselves that, though the designers, 
manufacturers, merchants, illustra- 
tors, and advertisers of feminine gar- 
ments must realize that Modern Eve 
feels most comfortable and proper 
in not much more than a “cute” in- 
terpretation of the fig-leaf girdle, 
neither they nor this really self-re- 
specting damsel will ever suffer the 
choice fabrics in all their enraptur- 
ing colors and fascinating modes to 
shrink quite so far as to leave noth- 
ing but “artistic nudity,” despite the 
old saying, “Honi soit qui mal y 
pense.” 

N. S. Goopyer, 
Stamford, Conn. 
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ADVERTISING AGE 


THE 


NEW DIGEST 


SEES A MORE ALERT WORLD TODAY 


FRESH EVENTS IN THE MOST THRILLING STORY EVER TOLD 


By EARL N. FINDLEY, Editor of U. S. Air Services 


THOSE who saw its first beginnings are still 
tongue-tied by the reality of flight. The rest of 
us accept it with some degree of awe. But it is 
hard for any one to realize fully its true signifi- 
cance. For within our generation a new race 
has been born—a race of men with wings! 


From the days of Chanute and Lilienthal 
The Literary Digest has watched and recorded 
the awkward flutterings of the pioneers—the 
first skimming flights—the swift universal 
spreading of wings zooming into the sky. 


Youth has other wings than those of fabric 
and metal. The vistas of the intellect, the fields 
of new opportunities, are widening incalculably. 


The Literary Digest of today is edited to the 
requirements of this swifter, upward looking 
world. It is no longer satisfied with a com- 
plete record of events. New ideas, new sources 
of information, a wide variety of original 
matter contributed by skilled observers and 
men of affairs—these added things make the 
new Literary Digest an alert and original inter- 
preter of the world as it is today! 


ADDED FEATURES IN 


THIS NEW ISSUE ARE 


ON THE FIGHTING LINE OF MODERN MEDICINE 
By Dr. John Wyckoff, Dean of the Medical School of New York 
University — Beginning a new series on battles against disease 


HAITIAN DECISION A TURNING-POINT IN LATIN-AMERICAN POLICY 


By H. P. Davis 


“MEIN KAMPF”—HITLER’S STARTLING AUTOBIOGRAPHY, BACKED BY 


BAYONETS ..... -~ 


Reviewed by Dr. Rudolph M. Binder 


THE INDIVIDUAL SPEAKS HIS MIND . A new page written by our readers 


Youth Serves in Sectional Tennis 
Self-discipline Animates the Stock Exchange 


Our Reviving Interest in Soviet Russia 


Young Men at the Helm of English 
Journalism 


The Literary Digest retains all the features that 
have made it the leading news-weekly of America 
for 44 years; and these are richly supplemented 
with a wide variety of fresh original material. 
Sport. Science. Politics. Business. Interna- 


To know what's really happening in the world today, read 


THE LITERARY DIGEST 


Dancing on Diplomacy 

Bergson Sees Hope in Dynamic Religion 

Washington: Moley’s Swing to Crime 
Detection 


Personalities that Stand Out from the 
Crowd 


tional relations. Commerce. Drama. Poetry. 
Humor. Art. Religion. Personal sketches. Orig- 
inal drawings. Numerous photographs. The 
Literary Digest answers the questions a normal 
American would ask concerning today’s events, 


ON SALE 
TODAY 
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FRENCH PREDICTS 
‘AMAZING’ GAINS 
FOR ADVERTISING 


Sees NRA Bringing Industry 
Closer to True Function 


Detroit, Mich., Aug. 17.—Pointing 
out that “whenever the NRA touches 
a product, a price or a practice in 
any industry, it changes the fortune 
of advertising in some way,” Wil- 
lard S. French, president of Brooke, 
Smith & French, Inc., declared at an 
agency meeting here this week that 
“the national recovery program is of 
more vital concern to advertising 
than to any other business, because 
advertising is an integral part of all 
kinds of business and inseparably 
wound up in their operation.” 

While millions of office and fac- 
tory workers want to know: “How 
many hours am I going to work and 
how much do I get?” and employ- 
ers are asking what the NRA will 
do to production costs, payrolls and 
prices, the problems facing advertis- 
ing are decidedly different, Mr. 
French said. 

“In advertising it is not a simple 
matter of adjusting the cost and 
selling price of our goods, raising 
wages all around and calling it a 
day. We have to look beyond all 
these things—for long range rather 
than immediate effects,” he declared. 

“We are more concerned with the 
power this machine develops after 
it gets under way than with the 
power required to start it.” 


A Chance to Improve 


While first and foremost, the ob- 
jective of the recovery program is 
to put men back to work at decent 
wages and thus restore buying 
power, a second objective is of even 
more significance in its far reaching 


possibilities to advertising, Mr. 
French believes. 
“The NRA,” he said, “offers busi- 


ness a chance to purge itself of the 
thousand and one evils that have 
crept into it—to throw off the heavy 
load of bad practices under which 
every industry has been staggering 
and which have been diverting mil- 
lions of dollars from sound sales and 
advertising efforts into illegitimate 
channels. 

Lauding the business codes, Mr. 
French declared that they are the 
only weapons that will beat the 
tricksters. 

“Business,” he said, “now is given 
the opportunity to write its own 
rules. Washington simply wants to 
approve them and provide the ‘teeth’ 
for their enforcement. That is the 
hurdle the ‘gyp’ and masquerading 
racketeer cannot jump. 

“If the code-makers recognize their 
opportunity and grasp it, we should 
see an early renaissance of construc- 
tive and beneficial competition—to 
the extreme discomfort of the gen- 
tlemen to whom business is a car- 
nival of price-cutting, misrepresenta- 
tion and legalized chiseling.” 


Advertising to Benefit 


Adoption of intelligent codes will 
place a premium on salesmanship 
and advertising built around the su- 
perior quality and usefulness of 
merchandise, Mr. French predicted. 

“Advertising, as a natural result,” 
he asserted, “will come closer and 
closer to its true function—that is, 
the vivid and interesting news pres- 
entation of the advantages of the 
merchandise from the customer’s 
point of view.” 

Calling attention to the depend- 
ence of industry for the largest 
share of its sales upon lower-income 
consumers, and linking with that the 
fact that the recovery program will 
widen and spread purchasing power 
among the rank and file of the peo- 
ple, Mr. French said: 

“IT venture one _ prediction—that 
the next few years will see an amaz- 
ing number of new advertisers, pre- 
senting products that contribute 
particularly to the comfort and 
pleasure of the rank and file of peo- 
ple.” 


With the American mind keyed to 


Either more 


or less than 


ABO” coverage in 1933 
means intolerable waste 
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rapid change today as never before, 
he said, innovations in products and 
services will be accepted more 
greedily than ever in the past. 

“No one,” he said, “knows how far 
the socializing of national income is 
going to go as a permanent trend. 

“But one thing is certain. We are 
entering an era in which prosperity 
demands the wider and wider dis- 
tribution of all sorts of products 
among the lower income groups of 
people; and in which volume sales 
must depend even more than in the 
1920-30 era on the kind of advertis- 
ing and selling that is quickly under- 
stood and acted upon by people in 
the mass. 


Sees Larger Responsibilities 


“As higher standards of living 
penetrate deeper and deeper into the 
social scale, advertising will carry 
a constantly heavier responsibility. 

“The penalties resulting from the 
kind of advertising that fails to reg- 
ister on the mass mind will be so 
great as to become a matter of major 
concern to the presidents and boards 
of directors that authorize advertis- 
ing expenditures. 

“These are changes—trends—that 
advertising men should welcome, not 
merely as a necessity or patriotic 
duty, but as an opportunity. 

“Organized advertising, as I see it, 
proposes to play ball with the NRA. 
But if we seize this opportunity, we 
will not simply follow as a good 
soldier follows his commander, but 
as leaders capable of exercising a 
real and beneficial influence on mar- 
keting thought and practice.” 


Rochester Agency for 


Soaps and Seeds 


Stewart, Hanford & Frohman, Inc., 
Rochester, N. Y., has been named to 
direct advertising of Mandeville King 
Company, Rochester, seeds, and J. 
T. Robertson Manufacturing Com- 


|| pany, Syracuse, N. Y. 


Magazines and radio will be used 
for the former, while the latter will 
introduce its toilet and household 
soaps through newspapers and radio. 


Nestle Back on Air 


The Nestle’s Chocolateers will re- 
sume their weekly broadcasts over 
NBC Friday, Aug. 25, at 8 p. m., 
E. D. S. T., with a half hour broad- 
east featuring Walter O’Keefe and 
Ethel Shutta. and Don Bestor and 
his orchestra. 


Howard Davis Heads XEPN 


Howard W. Davis has resigned as 
vice-president in charge of sales for 
Southwest Broadcasting Company, 
Fort Worth, Tex., to become manag- 
ing director and sales representative 
of XEPN, 75,000-watt station on 
Mexican soil. 


Ad pacates Sales Tax 


Governor Ruby Laffoon of Ken- 
tucky, in opening a special session of 
the general assembly, again advo- 
cated a retail sales tax for the state, 
despite defeat of previous efforts to 
enact such legislation. 


Publisher Dies 


Frank I. Lowell, formerly editor 
and publisher of Webster Herald, 
Rochester, N. Y., and of other up- 
state papers, died Aug. 13. He was 
62 years old. 


FORD, WRIGLEY, 
PONDER AGENCY 
RECOVERY PLAN 


Cornell Raises Scale, Ad- 
vances Week’s Pay 


New York, Aug. 17.—An idea to 
aid in rehabilitating business by ad- 
vancing a week’s salary or wages to 
employes was made public this week 
after the originator of the plan had 
put it into effect in his own organi- 
zation, suggested it to a group of 
other business men and discussed it 
with NRA heads at Washington. 

Paul Cornell, head of Paul Cornell 
Company, New York agency, con- 
ceived the plan in June and laid it 
before his fifty employes. He told 
them a 10 per cent salary increase 
would be forthcoming if they prom- 
ised to spend it immediately on 
food, clothing and other current 
wants. 

A week’s advance was made Aug. 1 
when the increase became effective. 
This advance is to be amortized over 
a period of twenty weeks out of the 
increase granted. No old bills were 
to be paid nor savings salted with 
the advance. It was definitely 
established that the extra income 
was for use in speeding up business 
in general and in enabling it to hold 
gains of the past few months, as 
well as to provide a stronger foun- 
dation for further gains. 


Employes Enthused 


“They were the happiest lot you 
ever saw,” Mr. Cornell says, speak- 
ing of his employes. “One girl 
figured that she saved 30 per cent 
on her purchases by being able to 
beat the high prices that will be 
current in September. 

“IT figure that if 35,000,000 men 
and women could get such an ad- 


vance in pay, $500,000,000 would be 


$$ 
turned into trade channels by ip 
stantaneous buying.” 

About 45 leaders of industry 4), 
reported “practically sold” on the 
Cornell salary advance plan, Mr 
Cornell recently visited Henry Ford 
and Phillip Wrigley to discuss jt. 

Incidentally, the Paul Corng 
Company is the agency from whig 
Elliott Roosevelt resigned after his 
father’s election to the Presidency, 
and Mr. Cornell, possibly as a fore. 
runner to the modeling of this play 
was selected by a sculptor as a per. 
fect soldier type, his likeness ap. 
pearing in a statue located on 60, 
street, Manhattan. 


Minneapolis Club 
Chairmen Appointed 


Walter S. Norton, president of the 
Advertising Club of Minneapolis, has 
announced committee chairmen ap. 
pointments as follows: program ang 
entertainment, Randolph E. Haugan, 
Augsburg Publishing House; men. 
bership and attendance, Ralph Witt. 
graf, Federal Hardware & Implement 
Mutuals; ways and means, Rober 
L. Gambill, Northwest Bell Tele. 
phone Company; 

Publicity, Allen E. McGowan, Min. 
nesota Editorial Association; educa. 
tional and extension, Edmund y 
Kopietz, Minneapolis School of Arts; 
sports, Carl Peterson, Paper Sup 
ply Company; vigilance, Truman @ 
Brooke; fraternal, O. R. Tripp, Y, 
M. C. A.; speakers’ bureau, Ward 
Olmsted, Olmsted-Hewitt Company; 
clinic, Howard L. Cless, John Leslig 
Paper Company. 


Booth Joins Johnson Oil 
as Advertising Manage 


Charles H. Booth, former Chicago 
representative of ADVERTISING AG 
has been named advertising map 
ager of the Johnson Oil Company, 
Chicago. 

He was previously connected with 
the Buchen Company, Chicago age® 
cy, and McGraw-Hill Publishing 
Company. 


Brush Company Appoints 

Milwaukee Brush Manufacturing 
Company, Milwaukee, Wis., has 
placed its account with Freeze-Vogel- 
Crawford, Inc. Trade and business 
publications and direct mail will be 
used. 
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498 


ELECTRICAL DEALERS 


‘‘Make Contact’’ 


The buying power of readers of 
The Christian Science Monitor 
is exceptionally high . . . their 
response to Monitor advertising, 
exceptionally great. This is 
known to these 498 retailers— 
and more than 19,000 others in 
all types of business—who by 
regular advertisements in the 
Monitor turn this buying power 
to their profit. 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 
Boston, Massachusetts 


Branch Offices: New York, Detroit, 
San Francisco, Los Angeles, Seattle, Miami . 
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NEWSPAPERS’ 
REVISED CODE 
IS APPROVED 


Washington, D. C., Aug. 16—The 
revised code for newspapers, setting 
up minimum wage scales and maxi- 
mum hours of work, was approved 
by Gen. Johnson last night following 
rejection of the first draft of the 
code submitted by American News- 
paper Publishers Association, South- 
ern Newspaper Publishers Associa- 
tion, Inland Daily Press Association, 
and other organizations last week. 

Revisions made in the code were 
for the most part unimportant. One 
was the inclusion of reporters and 
other editorial workers in the 40- 
hour maximum work group in cases 
where their weekly wage is less than 


$35. Another was the complete re- 
wording of the final two paragraphs 
of the original code, dealing with the 
freedom of the press, to the follow- 
ing: 

“In submitting or subscribing to 
this code, the publishers do not 
thereby agree to accept or to comply 
with any other requirements than 
those herein contained, or waive any 
right to object to the imposition of 
any further or different require 
ments, or waive any constitutional 
rights or consent to the imposition 
of any requirements that might re- 
strict or interfere with the constitu- 
tional guarantee of the freedom of 
the press.” 


See Little Significance 


While this section is somewhat 
more general and less emphatic than 
the two paragraphs it displaces, pub- 
lishers were unanimous in believing 
that it amply protects them from 
any possibility of license or injunc- 
tion proceedings under the code. 

Newsboys are taken care of in the 
code by a provision which allows 


for the employment of minors over 
14 to sell papers for not more than 
three hours a day between 7 a. m. 
and 7 p. m. This is somewhat more 
stringent than the original draft. A 
general 40-hour week for employes in 
both mechanical and office depart- 
ments is provided, with a minimum 
wage of 40 cents an hour for me- 
chanical help and from $15 to $12 a 
week for clerical help, depending 
upon the size of the city. 

Publishers who sign the code will 
be entitled to display the NRA blue 
eagle. 

Considerable interest was aroused 
in newspaper circles by the omission 
of the important paragraph dealing 
with the freedom of the press from 
the original draft approved by Gen. 
Johnson. This, however, was included 
in a “revised modification” released 
today. 


Movies for NRA 


Los Angeles, Cal., Aug. 17.—Eight 
major movie companies have em: 


barked upon the filming of a series 
of “featurettes” to be shown in 13,- 
000 motion picture theaters through- 
out the country to popularize the na- 
tional recovery movement. 

The “featurettes” will depict the 
human drama behind NRA. 


Wrigley Wins Praise 


Chicago, Aug. 17.—Gen. Hugh S. 
Johnson today telegraphed P. K. 
Wrigley, head of Wm. Wrigley Jr. 
Company, to thank him for the sup- 
port the company is giving NRA. 

“The administrators of the na- 
tional recovery act are particularly 
pleased with the 100 per cent sup- 
port given by the Wm. Wrigley Jr. 
Company to our program,” the wire 
said. “I refer not only to your use 
of the NRA insignia on your prod- 
ucts and your general acceptance of 
the code regulations, but to the use 
of your advertising facilities to help 
cur program. Please accept my 
thanks.” 


You Say WHEN? 


One of the huge batteries of electrotyping tanks or baths in the Rapid plant. 


GC. Rapid a job and say when you want it. Chances are that 
Rapid will make delivery even if your time limit is so short 


that you, yourself, cannot understand how it is possible. 


For Rapid has the skill and the facilities that speed the work. What- 
ever your electrotyping requirements may be, Rapid is your assurance 
of quality with promptness. Concerns of all sizes come to Rapid for 
this assurance. Experience has taught them that electrotyping is a 


specialized business and that Rapid means a complete electrotyping 


service that relieves you of every problem of production or delivery. 


APID Chitty (a 


The Largest Plate Makers in the World 


BRANCH OFFICES 


New York, Chicago, Philadelphia 


W. H. KAUFMANN, President 


CINCINNATI 


Salesmen Act 


Chicago, Aug. 17.—Claiming 4 
they are the true “forgotten men! 
salesmen representing numeroys ¢ 
versified industries are holding 
series of preliminary meetings h 
to draw up a salesmen’s code whig 
can be submitted to NRA for a 
proval. 

They have organized United Sq), 
men’s Association of Chicago, wi) 
headquarters in the Morrison Hote 
Harry F. Mortimer, secretary, ye 
chandise Mart Chamber of (op) 
merce, is executive secretary, 

While the local group is Planning 
to submit its own code, it expec, 
eventually to correlate this code wit, 
others being drawn up by Simila 
organizations now being developed j, 
other parts of the country. 


Enforce Oil C ode | 


| 


Washington, D. C., Aug. 18—~g9, 
ting a new precedent, Gen. Hugi 
Johnson yesterday informed the jj 
industry that the administration ha 
formulated a code which would } 
put into effect immediately upon ap 
proval by President Roosevelt. 

Formulation of the code follows, 
long period during which oil inte. 
ests were unable to agree amoy 
themselves as to the provisions of 
their code, and constitutes the fir 
instance in which the governmey 
has drafted its own code for an jp 
dustry and put it into effect. 

Major provisions of the code ip 
clude the right of the President t 
fix the tank car price of gasoline for 
a 90-day period, after which he may 
revise the price; appointment of; 
federal agency to determine the rat 
of production necessary to supply 
demand and then allocate the pro 
duction among the several oil produc 
ing states; and a moratorium on ex 
tension of the lease and license and 
lease and agency systems whereby 
oil companies bind station operator 
to become exclusive agents. 

The moratorium on this practice 
will continue in force until the Fed. 
eral Trade Commission, which is nov 
investigating the practice, reports; 
but in the event that no report is 
forthcoming from the commission 
within 60 days the President will 
make his own decision as to the fu 
ture of this marketing practice. 


U.S. MAY ALLOW 
MORE DISTILLIN 


Washington, D. C., Aug. 17.—While 
old timers throughout the country 
were announcing their intention o 
re-entering the once lucrative and 
legal business of distilling potent 
beverages, the Bureau of Industrial 
Alcohol stepped forward as a chal 
pion of the American distilling in 
dustry, and announced that distiller 
ies will probably be permitted to in 
crease their production of whiskey 
before the eighteenth amendment is 
repealed. 

The bureau’s action is based upol 
a desire to protect the country from 
a liquor shortage in event of the 
amendment’s repeal in the near ft 
ture, with the consequent necessity 
of importing liquors to appease the 
American thirst. 

The production quota for the cour 
try is 10,000,000 gallons for the cur 
rent calendar year, and the total do 
mestic stock of liquor in storage is 
only 20,000,000 gallons, the bureal 
says, much of which cannot be used 
immediately because it has not aged 
properly. 

Medicinal demands for liquor have 
accounted for a consumption of some 
2.500,000 gallons a year, according t0 
the bureau’s figures, and some it 
crease in this figure has been appar 
ent during the past three months, 
due to relaxation of liquor control. 


St. Petery Joins Ivel 


Joseph St. Petery, for 22 years 
owner: and manager of Master Det 
orators, Inc., has been appointed 
manager of the exhibits department 


of Ivel Corporation, New York. 
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GRYSTAL CORP. 
WILL ENFORCE 
RE-SALE PRICE 


Requires Dealers, Jobbers 
to Work Under NIRA 


New York, Aug. 17.—Crystal Cor- 
poration, maker of Outdoor Girl 
Olive Oil Beauty Products and Z.B.T. 
Baby Powder, is requiring whole- 
salers and retailers handling its 
products to maintain re-sale prices 
and to conform with the NIRA codes 
adopted for their respective indus- 
tries. 

This is believed to be one of the 
frst attempts by a manufacturer to 
take advantage of the national recov- 
ery act in an effort to maintain the 
resale price of his merchandise, and 
will undoubtedly serve as a prece- 
dent for similar action by other man- 
ufacturers if the plan proves success- 
ful. 

Provisions of the Crystal contract 
not only require price maintenance 
by retailers, however, but also re- 
quire operation by the retailer un- 
der the terms either of the specific 
code for his industry or the Presi- 
dent’s re-employment code, and fur- 
ther require wholesalers to refrain 
from selling to retailers who do not 
abide by these requirements. 

The contract which retailers are 
required to sign says: 

“I hereby agree to conform with 
the provisions of the NIRA admin- 
istered by the NRA and agree to 
indicate my acceptance of the pro- 
visions of said act in the conduct of 
my business by joining a trade or- 
ganization whose code has been ap- 
proved by the national recovery ad- 
ministration or in the alternative by 
signing the covenant requested by 
the President of the United States 
and agree to abide by said code 
and/or covenant in the re-sale of 
Z.B.T. Baby Powder and the Outdoor 
Girl Olive Oil Beauty Products, as 
well as other products of the Crystal 
Corporation. 


Will Maintain Re-Sale Price 


“It is understood all purchases 
made by me under this agreement 
shall be for re-sale by me to the 
consuming public only, and not for 
resale, transfer or exchange with 
any other retailer or wholesaler. 

“It is understood that the Crystal 
Corporation will keep me informed 
as to the specific re-sale prices of 
its products so that same may be 
maintained by me in conformity 
with the appropriate code and I 
agree to maintain such prices.” 

The contract form arranged for 
Wholesalers provides much the same 
conditions. 


Smith & Co. Plan Drive 


for Ingredient X 


Smith & Co., Birmingham, Ala., 
have introduced a new product, In- 
gredient X, a processed mixture to 
simplify biscuit making. 
_ Silver & Douce, Birmingham, are 
in charge of the advertising. News- 
Papers in the south will be used to 
advertise the product to housewives 
and to flour millers. 


Frank Greer, Pioneer 
Publisher, Dies 


Frank H. Greer, pioneer Oklahoma 
hewspaper publisher, died of heart 
trouble at his home in Tulsa, Aug. 8, 
at the age of 71. 

Greer founded the Guthrie State 
Capital, the first newspaper in Okla- 
homa, in 1889, when this section of 
the country was still a territory. 


Willis Drafted by AGMA 


Paul S. Willis, for two years hon- 
orary president of the Associated 
Grocery Manufacturers of America, 
has been drafted to devote his entire 
Services to the association, as execu- 
tive president. He has asked for a 
leave of absence from his position as 
vice-president of Comet Rice Com- 
pany. 


Discuss Recovery Act 


The McGraw-Hill Publishing Com- 
pany has published two new vol- 
umes, “Labor Relations Under the 
Recovery Act,” by Ordway Tead and 
Henry C. Metcalf, and “Business Un- 
der the Recovery Act,” by Lawrence 
Valenstein and E. B. Weiss, which 
should be of interest to many busi- 
ness executives. 


Fight Dental Law 


Attacks on the constitutionality of 
the new Wisconsin law forbidding 
dentists to advertise prices, to ad- 
vertise work superior to that of 
other dentists, or to use lighted 
signs, have been carried to the Mil- 
waukee circuit court by Parrmer 
Painless Dentists, Inc., and Austin 


‘Hospitality 
Tray’ Adjunct 
to Toastmaster 


New York, Aug. 17.—An adver- 
tising campaign beginning in Sep- 
tember and scheduled up to Nov. 10 
will feature a new “hospitality 
tray” which combines in one unit 
all the utensils for a quickly pre- 
pared snack. 

Designed around the Toastmaster, 
electric toaster long established on 
the market, the unit is made by 
Waters-Genter Company, Minneapo- 
lis. Limited production was at first 
planned, but the initial merchan- 


dising effort among jobbers was so 
successful that facilities have been 
quadrupled. 

The tray consists of a chromium- 
finished service plate supplied with 
either double or single slice Toast- 
master, a bread board and trimming 
knife, and six matched crystal 
dishes. There is space for bread, 
dishes and delicacies such as caviar 
and deviled ham. 

Space will be used in a selected 
list of consumer publications. The 
Minneapolis office of Erwin, Wasey 
& Co. is handling the account. 


Brewery Catalog Out 
Allen’s Engineering Catalogues, 
Chicago, announce early publication 
of The Brewery Catalog. 


Davidson Made Editor 


of Haire Magazine 


E. W. Davidson, formerly with As- 
sociated Business Papers, Inc., has 
joined Haire Publications, New York, 
as editor of Crockery and Glass 
Journal. 

Mr. Davidson was at various times 
city editor of Springfield, Mass., Re- 
publican, managing editor of two 
business publications, and member of 
the staff of Lord & Thomas. 


Cigarette Tax Repealed 


The three-cent tax on cigarettes 
which was passed by the Oklahoma 
legislature last spring will be re- 
pealed by a vote of two to one, early 
returns from the Aug. 15 referendum 
vote indicate. 


J. Rust, both of Milwaukee. 


ST. SWITHIN’S ACADEMY 
Est. 1834. Modern, progressive. Ideal 
location. Fireproof buildings. Large gym- 
nasium. Prep. for Coll. Entrance exami- 
nations. Unexcelled record. Catalog. 
HENRY BUZZLE, Ph. D., Headmaster 
Box R, Throgg’s Notch, Pa. 


OLD DR. 


BUZZLE 


KNOWS ABOUT THE SHADOW 


HE shoulder over which you gaze 
belongs to Mrs. Cruikshank 
Withers. A great problem is stirring 
her: what residential school is fine 
enough to have the honor of educating 
her 14-year-old offspring, Humphry? 
If she had only herself to suit, it 
would be simple. But as she reads, a 
shadow falls on the page. The shadow 
of Mr. Withers. Mr. and Mrs. Withers 
have held Family Conferences on this 
question for days at a time. Mr. 
Withers wants a school that prepares 
for College Board examinations. Mrs. 
Withers wants to be sure the climate 
ishealthful. Mr. Withers wantsaschool 
with a good gymnasium. Mrs. Withers 
insists that the school have proper 
social standing. 


For help, Mrs. Withers naturally © 


turns to the magazine which carries 
the most educational advertising. And 
the way Mr. and Mrs. Withers are 
studying the St. Swithin’s advertise- 


ment, it looks as if Dr. Buzzle, the 
Headmaster, would get a letter in a 
day-or so. 

Wise old Dr. Buzzle! He hasn’t 
much to spend on advertising, but he 
always brings in the requisite number 
of enrollments. He knows no young 
hopeful will show up at St. Swithin’s 
until both parents are agreed. And he 
knows that the one best way to reach 
both fathers and mothers is to adver- 
tise in Redbook, a magazine they both 
like to read. Other headmasters agree 


\ sane Weg " a 


me ® eo oT 


with him. Result: for the last seven 
years Redbook has been the largest 
carrier of educational advertising in 
the country. 

Whether you are Headmaster of a 
School or Sales Manager of a Biscuit 
Factory, it pays to put your adver- 
tising where both sexes can see it. It 
doesn’t cost more. In Redbook it 
actually costs 30% less than you must 
pay per thousand to reach only half 
the family. 

Sell the Family and You Sell All. 


* a * 
NOW A BOOK-LENGTH NOVEL 


is printed complete in every issue of 
Redbook, in addition to the regular 
contents. Result? More interest in 
Redbook, more readers for your mes- 
sage, plus the long life for your adver- 
tisement that only amonthly magazine 
can give. Redbook Magazine, 230 
Park Avenue, New York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


August 19, 1933 


Bowman & Block Started 


Fisher Publishing Company, Ltd., Albert A. Bowman and Nathaniel 
Toronto, has sold Canadian Hotel|J. Block have opened a new adver- 
Review and Restaurant to Maclean |tising agency, Bowman & Block, Inc., 
Publishing Company, also of 


“Hotel Review” Sold 


Important construc- 
tion contracts awarded 
week ending Aug. 17 


Tupe of work Value For Awarded to 

Building ...... 800,000 ..Burlington, Vt., YMCA...... Jas. E. Cashman, Inc. 
Station ....... ee ee Geo. Fuller Co, 

Brewery ...... 500,000... Brewing Corp of Amer.......S. W. Emerson Co. 
rer 250,000 ..Gregg-Tax Gasoline Co....... Day labor 

Sewerage Plant 693,041 ..Milwaukee ..............+.++ G. R, Fehr 

Grade Crossing ie SS Oe Ferguson & Edmondson Co. 
ed 2,441,576. . Texas, Calif., Vt., Mont., Mo. Separate Contracts 

and others that bring this week's total to $13,464,000, Private contracts, $7,442,000; 
public, $6,022,000. 


These are the kind of engineering firms and contractors that are computing bids 
on construction projects that are being expedited by federal financing. One-third 
of the $3,300,000,000 Government kitty for public works has already been allotted. 
For details on the projects as they line up follow every issue of Engineering News- 
Record and the McGraw-Hill Construction Daily. If you make materials and equip- 
ment that these engineers and contractors should use get them acquainted with 
them before they compute their bids. You'd be surprised how little it costs to 
direct a continuous advertising campaign at 45,000 of these men. Ask McGraw-Hill, 


330 West 42nd Street, New York. 
, mee ee: ; PPR i usc Steal wee ee foe 
t’s advertising time in. . 


ENGINEERING NEWS-RECORD 
___ and CONSTRUCTION METHODS — 
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Hodgson Joins 
Mathes Agency 
As Treasurer 


New York, Aug. 17.—Hyland L. 
Hodgson has been appointed vice- 
president and treasurer of J. M. 
Mathes, Inc., and been elected a di- 
rector of this corporation. 

Until several weeks ago he was 
vice-president of N. W. Ayer & Son, 
with whom he was associated for 14 
years. For several years he man- 
aged the firm’s Boston office and 
for the past three years was in 
charge of its radio broadcasting ac- 
tivities. 

Before entering upon agency ac- 
tivities, Mr. Hodgson served nu- 
merous newspapers, both in editor- 
ial and advertising capacities. 


Vesley Joins Agency; 
Gets Schrafft Account 


John H. Vesley, formerly with 
Lennen & Mitchell and Kenyon & 
Eckhardt, has joined Kimball, Hub- 
bard & Powel, Inc., New York, as 
assistant treasurer. 

This agency has been named to 
handle advertising of Schrafft stores, 
operated by Frank G. Shattuck Com- 
pany, New York. 


Cord Acquires Checker 
Cab Manufacturing 


Cord Corporation has acquired the 
Checker Cab Manufacturing Com- 
pany, which owns indirectly a con- 
trolling interest in the Chicago Yel- 
low Cab Company, the Yellow Taxi 
Corporation of New York, and the 
Yellow Cab Company of Pittsburgh 
through the Parmelee Transportation 
Company. 

The Cord Corporation also recently 
purchased the controlling interest in 
the New York Shipbuilding Corpora- 
tion. 


New Outdoor Law 


in California 


A new law will go into effect in 
California Aug. 20, requiring all out- 
door advertising companies to pay 
an annual license fee of $50. Signs 
and structures will be licensed at 
the rate of 25c for signs and $1 for 
structures. 

The law affects only countryside 
advertising, outside of incorporated 
communities, forbidding the erection 
of either structures or signs on any 
highway right of way. 


Velvet Has New Brake 


The Velvet Power Brake Company, 
Detroit, has introduced a new brake, 
operated by vacuum from the motor 
intake manifold. The brake is 
adapted only to Fords at present. 
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“, 


is making our radio 


campaign more resultful”— Oldsmobile 


... It provides a sure, simple way to 
direct listeners to authorized dealers 


Oldsmobile is the latest radio advertiser to 
demonstrate that instructions to listeners can be 
precise, specific and concise all at the same time. 

“Get a copy today from your Oldsmobile dealer,” 
says the announcer, offering a free booklet. “His 
name is listed under ‘Oldsmobile’ in the ‘yellow’ 
classified section of your telephone book.” 

With those last 15 words the advertiser clears 
an old merchandising hurdle. 

“Where to Buy It” Service makes advertising 
results more certain, by making retail outlets 
easy to find. The advertiser’s trade mark is listed 
in classified telephone directories; local author- 
ized dealers list their names directly below. 
Prospects simply look for the trade 
name and are directed to authorized 
local representatives. 

Many national advertisers not only 


make the service available to their dealers, but 
specifically mention “Where to Buy It” in their 
advertising. Kelvinator, Goodrich, Leonard, 
Multigraph, Stromberg-Carlson are only a few. 

You will be surprised at the reasonableness of 
its cost. Trade Mark Service Manager, American 
Tel. and Tel. Co., New York address, 195 Broad- 
way (EXchange 3-9800); Chicago address, 311 
West Washington St. (OFFicial 9300). 
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USE NEWSPAPERS 
FOR FRIGIDAIRE’S 
AIR CONDITIONER 


Cooperative Copy is Placed 
in Selected Cities 


Dayton, O., Aug. 17.—Promotion 
of Frigidaire air conditioning equip. 
ment for residences and commercial 
establishments reached the news- 
paper advertising stage this week 
when display copy ranging from 195 
lines on one column to 140 lines on 
four columns was released to daily 
papers in key cities. 
This division of the General Mo. 
tors subsidiary has restricted its air 
conditioning advertising heretofore 
to class magazines and trade publi- 
cations pending an upturn in busi- 
ness conditions generally and open- 
ing of the domestic market for com- 
fort equipment of this type. 
Copy is being released by the 
Geyer company, New York and Day- 
ton, at the instruction of distributing 
organization heads and managers of 
company owned district organiza- 
tions, and is the first newspaper 
copy for the product with the ex- 
ception of that which appeared last 
year in New York City and in one 
or two special cases. 
The copy is a departure from the 
usual style of Frigidaire. One ad- 
vertisement shows a hay fever suf- 
ferer sneezing and carries the bold- 
face caption “Quick Relief from Hay 
Fever.” The copy is based on the 
findings by Johns Hopkins Hospital, 
Baltimore, that Frigidaire air con- 
ditioning equipment brings instant 
relief for hay fever victims and relief 
within a short time for pollen asthma 
patients. 
Other copy urges business men 
and homeowners to be comfortable 
in their offices and homes with air 
conditioning equipment. 
Single column copy with an Es- 
kimo and Eskimo dog outside an ig- 
loo quotes the northland resident 
as saying, “It’s cool and comfortable 
here,” and is designed for the spe- 
cial use of Frigidaire air condition- 
ing dealers who have equipped their 
quarters with comfort cooling appa- 
ratus for demonstration to prospects. 
Still other copy is for the use of 
commercial establishments that have 
installed systems for the comfort of 
patrons. 


Gardner Promotes 
Elmer Marshutz 


Elmer G. Marshutz, for six years 
an account executive and merchan- 
dise counselor with Gardner Adver- 
tising Company, St. Louis, Mo., has 
been named a vice-president of that 
agency. 

Mr. Marshutz was formerly presi- 
dent of Adamars Advertising Com- 
pany and vice-president of Chap- 
pelow Advertising Company, also of 
St. Louis. 


Leaves “Progress” 


James A. Worsham, who has been 
associate editor and business man- 
ager of Progress Magazine for the 
past year, and was previously with 
Williams Oilomatic Heating Corpo- 
ration, has resigned. He will edit 
a number of house organs and act as 
general merchandising and advertis- 
ing counselor. 


Appoint Committees 


Edson S. Dunbar has been ap- 
pointed chairman of the program 
committee of Springfield, Mass., Ad- 
vertising Club for the 1933-34 sea- 
son. Other committee chairmen ap- 
pointed are Donald W. Davis, na- 
tional convention; R. G. Seaman, 
district convention; and George L. 
Richardson, publicity. 


Lore Opens Studio 


B. J. Lore, formerly art director 
for the Southwestern Engraving 
Company, Fort Worth, Tex., has 
opened his own commercial art office 
at 801 Neil P. Anderson Bldg., Fort 


Worth. 
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TOBACCO CODE 
SETS MINIMUM 
RE-SALE PRICE 


Discounts to Trade Also 
Standardized 


New York, Aug. 17.—Going further 
than the vast majority of industry 
codes thus far submitted to NIRA, 
the code of fair competition adopted 
py National Association of Tobacco 
Distributors and Retail Tobacco 
Dealers of America, Inc., not only 
provides for maintenance of re-sale 
prices on all tobacco products, but 
also sets up a series of minimum dis- 
counts which must be given to whole- 
salers by manufacturers, and to re- 
tailers by wholesalers. 

The code provides for formation of 
National Tobacco Council, Inc., with 
which every manufacturer must file 
a schedule of minimum retail prices 
for his products, “exclusive of any 
governmental tax or charge thereon 
required to be paid by the whole- 
saler or retailer, which price shall 
be considered the retail price.” 


Set Discounts 


From this stated retail price the 
manufacturer must allow the follow- 
ing minimum discounts to wholesal- 
ers: On cigarettes, 20-5-2 per cent; 
on class A cigars (retailing at five 
cents or less), smoking tobacco, and 
snuff, 25-10-2 per cent; on all other 
cigars, 25-12-2 per cent. 

The wholesaler in turn must give 
the retailer a minimum discount of 
20 per cent from the retail price on 
cigarettes, and 25 per cent on other 
tobacco products. 

Other provisions of the code in- 
dude: 

“In the case of all merchandise 
purchased by retailers from manu- 
facturers and wholesale distributors 
in connection with which a retail 
price shall be published or filed by 
the manufacturer, the retailer shall 
sell such articles at retail at not less 
than the retail price so filed and pub- 
lished, without any discount, reduc- 
tion, or rebate, direct or indirect, ex- 
cept as hereinafter provided. 


Free Matches O. K. 


“No wholesaler or retailer shall 
give any rebate in the form of trad- 
ing coupons or other consideration, 
uless such coupon or other consid- 
eration be included by the manufac- 
turer in the cost of the article sold. 

“In the event of the sale at retail 
of multiples of not less than ten 
wits, a discount of not more than 
five per cent may be allowed except 
in the case of cigars selling for less 
than five cents.” 

The code, however, recognizes the 
basic rights of the cigar or cigarette 
buyer to a free pad of matches. “Not- 
withstanding anything to the con- 
trary in this code,” it says, “the giv- 
ing by a retailer of not more than 
one pad of matches to a customer for 
tach unit sold, or five pads to a box 
of 25 cigars or ten pads to a box of 
50 cigars shall be permissible.” 

Aimed directly at organizations 
outside the tobacco business which 
have consistently cut prices on cigar- 
éttes, article VII of the code declares: 

“The provisions of this code shall 
apply to all persons, firms and cor- 
Dorations engaged in the sale at re- 
tail of any tobacco products whether 
or not such sale at retail of tobacco 
Products shall constitute the whole 
only a part of the business of such 
retailer.” 


End of Ten-Centers? 


Louisville, Ky., Aug. 18.—One re- 
sult of the adoption of a code for the 
tobacco industry under AAA and 
NIRA may be the disappearance of 
ten-cent brands, which have proven 
an exceedingly annoying thorn in the 
side of the so-called standard brands 
during the past two years. 

Approval by the government of the 


proposed code for the industry, espe- 
cially those features guaranteeing 
retailers and wholesalers minimum 
discounts, will make the retailing of 
a pack of 20 cigarettes for 10 cents 
an impossibility, it is reported here. 

However, Axton-Fisher Tobacco 
Company and Brown & Williamson 
Tobacco Company, makers of the two 
largest selling ten-cent brands, have 
no intention of relinquishing their 
present grip on an important section 
of the cigarette market. 


See Sufficient Spread 


The new codes will force the retail 
prices of the ten-cent brands, Twenty 
Grand and Wings, up to 12 cents, 
they believe, but this increase will be 
offset by an anticipated return of 
the “standard brands” to the 15-cent 
level. 


Queried by ADVERTISING AGE today 
with reference to the appearance of 
printed signs in Chicago retail stores 
announcing the price of Twenty 
Grand and Wings as 11 cents a pack- 
age or two for 21 cents, both local 
tobacco organizations asserted that 
their prices to jobbers have not been 
changed. 

The hoisting of retail prices above 
the ten-cent level—the advertised 
price—is purely a local movement, 
officials said, and is due in part to 
the operation of the Illinois retail 
sales tax. 


Landers Joins Gray 


Sherman G. Landers, formerly 
partner and account executive with 
Aitkin-Kynett Company, Philadel- 
phia, has joined Jerome B. Gray & 
Co. of that city. 


Floyd Wilder, Hearst 
Production Man, Dies 


Floyd Ellis Wilder, production 
manager in charge of printing of the 
Hearst magazines and of the eastern 
division of American Weekly and 
Hearst colored comic papers, died 
in New York Aug. 12. He was 56 
years old. 

For a number of years Mr. Wilder 
was plant manager for P. F. Collier 
Publications. Before that he had 
been connected with Condé Nast 
Publications and International Mag- 
azine Company. He was chairman 
of the printing division, American 
Society of Mechanical Engineers. 


Winterfront Appoints 
Hays MacFarland & Co., Chicago, 
have been appointed to direct adver- 
tising for the Winterfront Company, 
Chicago. 


Evans Stone Joins 


Cowan and Dengler 


Evans E. A. Stone, for ten years 
director, executive committee mem- 
ber and advertising manager of 
Stanco, Inc., subsidiary of Standard 
Oil Company of New Jersey, has 
joined the staff of Cowan & Dengler, 
Inc., New York agency. 

Mr. Stone, a former director of 
the Association of National Adver- 
tisers, was at various times con- 
nected with Lambert Pharmacal 
Company, William Peterman, Inc., 
and Bristol-Myers Company. 


Paris & Peart Expand 

Paris & Peart, 370 Lexington Ave., 
New York, have moved from the 
sixth floor to larger quarters on the 
nineteenth floor to make room for 
their newly formed outdoor advertis- 
ing department. 


Wii 
per Customer... 
for a Whole Year! 


$4 -70 


The Lowest Page Rate 
Per Thousand 


to Reach 


A MILLION 
WOMEN BUYERS 


e simply cant has 
WITHOUT NEW 


THINGS! 


NEW CLOTHES .. NEW MOVIE IDOLS... 
NEW MAKE-UP IDEAS .. NEW FASHIONS 


New Things Claim 


. 419000000 


Fvom Her Lach Year! 


to have things. 


HE can’t bear to be one minute behind styles. 

She’s young — ardent — eager for romance, 
glamor, luxury. She has money to spend—and she 
wants the new things—whether fashions, cosmetics 
or movies—that mean romance to her. 


She represents the million young women read- 
ers of Fawcett Women’s Group. 81% of them 
are wage-earners or wage-earners’ wives. 
ing 25, they’re at an age when they “simply have” 
That’s why they spend a total 
of $419,000,000 a year—$419 apiece—just for 
things for themselves, like dresses, beauty items, 
jewelry, silk hose—from 2 to 5 times as much as 
the average woman spends! 


Averag- 


Yet it costs only 2c apiece to reach each of these 
girls twelve times a year, with full pages—less 
than that in smaller space—in the magazines they 
buy, 96.13% of them, on the newsstands, voluntarily each month. 


Write us today. Let us tell you about this market, and show you what other 
shrewd, market-wise advertisers have done. 
story. 


Just a line will bring the whole 


qurcetd “Women’s 


Minneapolis 


FAWCETT PUBLICATIONS, 
New York ° 


- Chicago - 


INC. 
Los Angeles” - 


San Francisco 
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Milwaukee Advertising 
Men Aid Drive of NRA 


Walter F. Dunlap, Klau-Van Pie- 
tersom-Dunlap Associates, Inc., has 
been named chairman of the NRA 
publicity committee for Milwaukee 
county. Other members include Col. 
Garrit C. DeHeus, Freeze-Vogel- 
Crawford, Inc.; Harold Leiser, ad- 
vertising manager, Walter Booth 
Shoe Company; Harold Norman, 
Shadbolt & Boyd Company; W. D. 
Clapp, John Hoffman & Sons; Fred 
E. Eriksen, president, Milwaukee 
Advertising Club; and Walter Haise, 
advertising manager, Robert A. 
Johnston Company. 

Painted boards and 24-sheet dis- 
plays are being used by the commit- 
tee through the courtesy of Cream 
City Outdoor Advertising Company, 
American Poster Corporation, Gen- 
eral Outdoor Advertising Company, 
Triangle Advertising Corporation, 
and Modern Sign Service. 


Expands Facilities 
Radioart Guild of America, Los 
Angeles, has added to its facilities 
a new division which will specialize 
in producing sustaining features. 


Appoints Root 


Celery-Vesce Company, Indianap- 
olis, Ind., has appointed Root Ad- 
vertising Agency, Chicago, to direct 
the advertising of its nerve tonic. 


Sees More Copy 
As Beer Enters 
New Sales Phase 


New York, Aug. 17.—If advertising 
executives of newspapers and mag- 
azines have been disappointed in the 
volume of beer advertising since 
legalization of 3.2 beverages, this 
has not been the fault of the beer 
industry, but of the “dreamers,” C 
D. Williams, secretary, United States 
Brewers’ Association, declared today. 

“Beer advertising will be found 
to have bulked very satisfactorily 
with that of other commodities dur- 
ing the twelve weeks of its rein- 
carnation as America’s favorite bev- 
erage,” Mr. Williams believes. “It 
will bulk larger as time and pro- 
duction and sales go on.” 

Pointing out that it would have 
been ridiculous for brewers “to rush 
into the advertising pages with a 
huge campaign to stimulate a de- 
mand they could not fill,” Mr. Wil- 
liams visioned beer merchandising 
entering a new phase in which ad- 
vertising would become of greater 
relative importance. 

“The first phase of legalized 3.2 
beer has been one of rebirth—meet- 


ing an enormous already existent 
national demand,” he said. “That 
phase is rapidly nearing its end. 
Now we come to the second phase— 
competition—in which the various 
brands of beer must establish their 
reasons for occupying a popular and 
profitable place on the public palate. 


Sees More Advertising 


“Beer will be advertised—lavishly, 
widely and in most cases, sensibly, 
artistically, convincingly and truth- 
fully. But it will not and should 
not be made the subject of a wild, 
senseless ballyhoo in the various 
channels of publicity. 

“Those who expected the brewing 
industry to go off half cocked and 
pour countless millions of dollars 
into a bottomless advertising pit 
when the returns could not possibly 
warrant it, were barking up the 
wrong tree.” 


Hawkins Opens Agency 


Willis M. Hawkins has opened an 
advertising agency under his own 
name, with headquarters at 580 Mar- 
ket St., San Francisco. 


Named Fastener Agency 

Hanff-Metzger, Inc., New York, has 
been named to handle advertising of 
Waldes Koh-I-Noor Fastener Com- 
pany, Long Island City, New York. 


OREGONIAN 
Twelfth Annual 


S COOKING SCHOOLS 


The important event of the year for food advertisers in the Portland market 
is The Oregonian Cooking School. For eleven consecutive years this school 
has been held—always with capacity classes. This year, in order to accommo- 
date the crowds, two schools will be held under the supervision of Jeannette 
Cramer, head of the Home Economics Department: 


SEPTEMBER 26th TO 29th 


at the Meier & Frank Auditorium. Four sessions. Capacity 
1500 each session. Total capacity audience, 6000. 


OCTOBER 24th TO 27th 


at the Portland Civic Auditorium. Four sessions. Capacity 
2500 each session. Total capacity audience, 10,000. 


The Food Advertiser’s Big Opportunity 
to Win the Oregon Market 


The way to take advantage of these pop- 
ular cooking schools is to participate in 
them and to run a schedule in The Ore- 
gonian, timing part of it to appear dur- 
ing and between the two sessions. As 
an Oregonian advertiser, you benefit 
through the co-operation of an alert 
merchandising staff, and the editorial 


crease sales in 


columns on Home Economics matters 
conducted by Jeannette Cramer. 

This cooking school, and all other 
merchandising support offered through- 
out the year, is designed to help you in- 


this market. Wire or 


write for further information. 


— Che Oregonian 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 
National Representatives, VERREE & CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


: National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
» San Francisco, New York, Chicago, Detroit, Los Angeles 
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PAUL E. FAUST 
NEW PRESIDENT 
OF OLD AGENCY 


(Picture on Page 1) 

Chicago, Aug. 17.—Resuming the 
name by which it was known for 
many years, and electing Paul E. 
Faust as president, Mitchell-Faust- 
Dickson & Wieland, Inc., reorganized 
this week as Mitchell-Faust Advertis- 
ing Company. 

The agency was founded in 1904 
by the late Ernest I. Mitchell and 
Harry M. Mallory, the latter being 
retired. Mr. Faust joined the com- 
pany in 1904. Besides assuming the 
presidency, he will continue as treas- 
urer. 

Other officers were elected as fol- 
lows: John A. Dickson, executive 
vice-president; Lea H. Copeland, 
Clyde M. Joice and Paul Holman 
Faust, vice-presidents; Lyman L. 
Weld, secretary. All have been with 
the agency for some time. 

The new president of the Mitchell- 
Faust Advertising Company has long 
been noted as an exponent of fun- 
damentals. He insists that the most 
important thing a manufacturer can 
do before he starts advertising is 
to commit himself to a policy, estab- 
lish an objective and create a plan 
for reaching it. When this is done, 
he believes, the next steps become 
patent. 


States a Principle 


Mr. Faust’s associates credit him 
with isolating and stating a principle 
which has been generally adopted in 
recent years. This came _ about 
through a study of merchandising 
and advertising conducted in coop- 
eration with Armour & Co. some 
years ago. 

“Consumer demand” was a phrase 
freely injected into advertising port- 
folios and used by salesmen with as 
little restraint. The salesmen, how- 
ever, soon ran into a snag. More 
than one retailer listened to the 
salesman’s recital, and then replied 
that he hadn’t noticed the “demand” 
of which so much had been said, but 
that if it did manifest itself, he 
would be the first to admit the facts 
and stock the line. 

This deprived the salesman of his 
main talking point and he returned 
to headquarters in most cases ready 
to blame the advertising for not hav- 
ing lived up to its claims. 

A study of several months among 
dealers and consumers enabled Mr. 
Faust to state with authority that 
consumer acceptance precedes con- 
sumer demand; and that this con- 
sumer acceptance makes for ready 
saleability of a product, in which 
every dealer is interested. Salesmen 
making this new type of presenta- 
tion found a much more cordial re- 
ception and made more sales than 
had been possible under the old 
method. 


Parent with “System” 


E. D. Parent, formerly with Lavin 
Advertising Agency, Boston, has 
been appointed New England adver- 
tising representative for System and 
Management Methods, New York. 
His headquarters are in the Statler 
Bldg., Boston. 


Three Accounts for Houck 


Natural Bridge of Virginia, the 
Natural Bridge Hotel, and the Roan- 
oke Gas Light Company, have ap- 
pointed Houck & Co., Shenandoah 
Life Building, Roanoke, Va. 


——= 


Rate Deadline 
Introduced by 
International 


New York, Aug. 17.—E. H. McHugh, 
general advertising director of th 
International Magazine Company, hy 
announced limits to the acceptang 
of orders for space at current ratg 
in Cosmopolitan, Good Housekeeping 
Harper’s Bazaar, Home & Field, Mp. 
tor Boating and Town & Country, 

A supplementary announcemen 
will be made soon by the Interna. 
tional business papers, Motor, Amer. 
can Druggist and American Arehj. 
tect, according to Mr. McHugh. 

This action follows similar move 
by the Curtis Publishing Company, 
Crowell Publishing Company, anj 
McCall Company, taken in view 
the probability of increased costs, 

International’s announcement this 
week placed the deadline for curren 
rates at a slightly later time tha 
the publishers mentioned above, who 
will accept orders at present rates 
for about a year. 

Issues beyond which today’s rate 
will not apply, as announced by Mr. 
McHugh, are Cosmopolitan: black 
and white, October, 1934; four color 
inserts and covers, November, 1934: 
Good Housekeeping, black and white, 
October, 1934; four color inserts and 
covers, the same. 

Harper’s Bazaar, black and white, 
October, 1934; color and covers, No 
vember; Home & Field, black and 
white, October, 1934; color and cov 
ers, the same; Motor Boating, black 
and white, September, 1934; color in. 
serts and covers, October; Town ¢ 
Country, black and white, September 
15, 1934; color and covers, October 
1, 1934. 


Ballard With Hudson 


S. M. Ballard, former manager of 
advertising and sales promotion for 
the Deleo Appliance Corporation, 
General Motors subsidiary at Ro 
chester, N. Y., has resigned to join 
the advertising division of the Hud. 
son Motor Car Company, Detroit, 
Mich. 


No. 1 of a series 


editorial 
plus --- - 


is the foundation 
upon which the un- 
equalled circulation 
stability is builded. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET ..- 
New York—also Chicago, Cleveland, 


Boston, Pittsburgh, San Francisco, Los 
Angeles. 
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THE HOME 
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into the hands of consumers. 


Sample Chicago now through one 
organizations in America. 


BIG « 


Increase Your Sales in Chicago 


Many national advertisers are enjoying a large increase in sales in the 
Chicago territory now. A general pick-up in business is again bringing money 


ADVERTISING CARRIERS 
20 EAST 8'" ST. CHICAGO 


of the most efficient direct-to-the-home 
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P P.|, COMPLETES 
ORGANIZATION 


(Continued from Page 1) 
formation. Should a publisher give 
one advertiser a lower rate than an- 


other under similar conditions and 
circumstances, and fail to remedy the 
situation himself, some competitor 
will point out the situation to the ad- 
yertiser paying the higher rate. The 
responsibility of initiating corrective 
steps will rest upon the advertiser.” 
The clauses referring to rates un- 
der the Periodical Publishers Insti- 
tute code are: 

“It is a requirement of this code 
that publishers must file with the 
secretary of the institute a complete 
schedule of all advertising rates. 
Failure to do so shall constitute a vi- 
olation of this code. 


Fairness Is Goal 


“It is understood that publishers 
shall make no deviation from their 
published rate schedules on file with 
the secretary of the institute either 
in the form of money or otherwise, or 
secretly extend to certain advertisers 
special privileges not extended to all 
advertisers under like terms or con- 
ditions. Where terms provide for 
time or space discounts and they are 
not actually earned, settlement must 
be made on short term basis. Any 
deviation shall constitute a violation 
of this code.” 

Factors entering into rate making 
are so numerous that fairness of 
treatment under like conditions only 
could be the goal of the rate para- 
graphs. The problem involves wide 
differences of policy on rates and po- 
sition, cover space and other induce- 
ments associated with space selling. 

In the periodical publishing field, 
the Periodical Publishers Institute is 
the only organization which will un- 
dertake the task of actively enforc- 
ing the rate provisions. Other or- 


.} ganizations, such as the Associated 


Business Papers, will have no direct 
part in such enforcement, according 
to Mr. Britton. 


Adds Condensing Unit 


York Ice Machinery Corporation, 
York, Pa., has developed an air 
cooled Freon condensing unit in 1, 
1%, and 2 horsepower capacities, to 
be used in conjunction with the 
Freon compressors brought out by 
the company a few months ago. 


Lehmann Transferred 


Alan D. Lehmann has been trans- 
ferred from the New York office of 
Batten, Barton, Durstine & Osborn, 
Inc., to the agency’s new office in the 
White Star Administration Bldg., 
Detroit. 


Beatty Opens Office 


Vernon D. Beatty, who recently 
resigned from Roche, Williams & 
Cunnyngham, has opened an office 
at 6 N. Michigan Avenue, Chicago. 
He is placing the advertising of the 
Drake and Blackstone Hotels. 


= 


— 
——— 


nal 


CIRCULATION 


Percentage 
New England ....... 8.94 
Middle Atlantic ...... 28.66 
South Atlantic ....... 3.66 


East North Central... 39.66 
East South Central.... 2.45 
West North Central.. 7.19 
West South Central.. 2.37 
Mountain .......:.... 0.76 
RR eee $27 
Canadian & Foreign.. 3. 


Twin-State Agency Elects 


Twin-State Advertising Agency, 
which recently moved its main office 
from New York to Newark, N. J., has 
elected James T. McGovern, former 
newspaperman, president; Charles 
P. Englehardt, vice-president, and E. 
Earl Monshower, assistant treasurer. 


To Start Radio Paper 


A new radio fan magazine is con- 
templated by Macfadden Publica- 
tions, it is reported. It will appear 
in October and will be called Radio 
Mirror. 


C. F. A. Meets 


Chicago Financial Advertisers held 
a special meeting this week to dis- 
cuss plans for the New York con- 
vention of the national association. 


Ad Post Elects 
Greene in All 
Night Session 


(Picture on Page 16) 
Chicago, Aug. 17.—In an all-night 
session, Advertising Men’s Post No. 
38, American Legion, elected Charles 
C. Greene, account executive, Car- 
roll Dean Murphy, Inc., Chicago 
agency, as its new commander Mon- 
day night. He succeeds Charles M. 
Sloan, also an agency man. The an- 
nual meeting was moved up because 
of the forthcoming state gathering at 

Rockford beginning Aug. 28. 
John W. Schaefle, vice-president in 


charge of advertising for Baird & 
Warner, real estate, was elected first 
vice-commander. Roy W. Knipschild, 
The Rosenow Company, engraving, 
is the new adjutant. John C. Flana- 
gan, St. Louis Post-Dispatch, was 
elected a director. 


One of Largest Posts 


Advertising Post is one of the 
largest in Illinois, boasting about 600 
members, not all of whom, however, 
are advertising men. On the roster 
are Col. Frank Knox, publisher, Chi- 
cago Daily News ; Noble B. Judah, for- 
mer ambassador to Cuba; Stuyvesant 
Peabody, capitalist; Gen. Frank R. 
Parker, commanding the Sixth Corps 
area; and George Rossiter, presi- 
dent, Chicago Association of Com- 
merce. 


A. M. Taylor Resigns 


From Kelvinator 


A. M. Taylor, director of advertis- 
ing for Kelvinator Corporation, De- 
troit, has resigned. 

H. H. Dobberteen, one of the space 
buyers for Brooke, Smith & French, 
the agency in charge of Kelvinator 
advertising, has joined the com- 
pany’s advertising department. 


Jackson and Myers 


Join Coast Agency 


J. H. Jackson, formerly with The 
Caples Company, New York, has 
been named account executive with 
Bowman, Deute, Cummings, Inc., San 
Francisco. 

Lloyd Myers, formerly with Albert 
Frank & Co., New York, has joined 
the Los Angeles office of the agency. 


OUTDOOR 
ADVERTISING. 


THE MOUNTAIN 
TO MOHAMMED, 


The mountain in this case represents the national 


market and Mohammed is ably portrayed by 


Chicago Outdoor Advertising. 


A Century of Progress Exposition, in Chicago, attracts daily a 
preponderance of out-of-town visitors from every State and 
almost every local market in the nation. 


As a composite market these millions of strangers are difficult to 
classify and equally difficult to reach through most channels of 


local advertising. 


Two things are certain.—They represent influential members of 
the communities in which they live; evidenced by the fact that 


they can afford their visit to the city. 


And second, no matter what their local reading habits might be 
back home, ‘they will recognize as an old friend the familiar face 


of Outdoor Advertising. 


Outdoor advertising is the only medium that will reach the 
$2,000,000,000 resident market plus the added millions of 
spenders from all other markets for the single cost of local cov- 


erage. 


Write, phone or wire your reservations now for space during Sep- 


tember and October. 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago, Ill. 


Monroe 6800. 
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To Advertise Beer 


Piel Brothers, Inc., Brooklyn, N. Y., 
has appointed Cowan & Dengler to 
handle advertising of its beer. 


Discontinues Roto 
The Pittsburgh Sun-Telegraph has 
discontinued its Sunday rotogravure 
section. 


| SORE tn 
THIS IS WORTH LOOKING INTO 
says the architect 


In Sweet's Architectural Cata- 
logues I can get the information 
I want when I want it—and I 
know it's up to date. I don’t see 
how any manufacturer can afford 
not to havehis catalogue in Sweet's. 


Arrange now to file YOUR cata- 
logue in the new edition now 
being compiled. 


SWEET’S CATALOGUE SERVICE 


Division of F.W. Dodge Corporation 
119 WEST 40th STREET, NEW YORK 


You& 


need this! 
Scono-print 


A quick and economical 


lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


te ae ae 
I'VE FOUND 
at THE BEST 
HOTEL VALUE 
IN NEW YORK 


Just think ... a mod. 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


PICCADILLY 


45th STREET and BROADWAY @ NEW YORK 
William Madiung. Mng. Dir 


Dairymen’s League News..........++. 


the publications involved. 
7Combined with August. 


JULY ADVERTISING LINEAGE IN FARM PAPERS 


(Exclusive of Baby Chicks, Livestock and Classified) 


Monthlies 1933 Issues* 1932 i{ssues* 
rr ee eee en aehedeeases 10,004 9,614 
Cen, CD, cain csc cm snnsdcedsdsccess 7,914 13,462 
Progressive Farmer & Southern Ruralist: 
i Cr eal ns oh eb beb ees 00:9 6,297 5,094 
Mississippi Valley Edition............... 5,281 4,801 
Georgia-Alabama Edition ............... 5,099 5,529 
Carolinas-Virginia Edition .............. 4,921 5,585 
Kentucky-Tennessee Edition ............ 4,411 4,997 
NY 6 dae ig ina WAS CN OSETSOA SANSA 4,345 4,577 
ie, a. ee eee Rees eeebeeeonne 6,156 10,945 
NR PTT ET ET TT TUT TT TeTTT ce 6,085 9,565 
i CO ce eet chee ak be aonb es eee eee 6,038 6,315 
SEED CAMP UONUINENS cc ccdcccdsccececccenes 3,545 5,836 os 
OE THOT Bees 6. bon ose cecceccccvccccoess 2,851 5,180 2 
Wyoming Stockman-Farmer ...........--e+.- 2,605 3,408 ; 
I CE in ci icin ces CdR RRO BONES OO RHEE 2,563 1,926 os 
i ee re eek a taeed ee baeeees eens 2,111 7,441 2 
ie ee ie oi shed kd eae eee w &e 2,017 4,173 ; 
ee. Oe eee eke Re eee pee ee 1,762 4,042 
PTET TTT CC eTUTT ETT UTT TLE Te 4,277 5,280 
SEG NEU 6 ced cee ce ccecd ceedeveenes rer euad 
Semi-™Monthlies 
ee eee ee ee eee 7,472 11,602 
Oklahoma Farmer-Stockman .........+.+++: 7,331 12,803 
METRO PEGG UOS cic vec cc eascévecesccesesese 6,439 4,870 
Pn Se - bb de heb be Wee ow obeeeeseee 5,567 4,782 
ons Kc CRM RET HEM ERS EO Re NDS 5,188 9,842 
Kansas Farmer (Mail & Breeze)............. 4,528 8,746 
PTE CCT TOOTS TET CUTE TT 4,352 8,756 
rr es ee 6c an eeeeesebeee 3,875 4,927 
TRGIAMA POPMOTE GUIES 2... ccccssescescovessse 2,641 4,556 “* 
PCCM PCET UCT TTT TTT C TTT 1,921 1 3,856 1 
Bi-Weeklies 
Wallaces’ Farmer and Iowa Homestead..... 9,135 2 12,206 2 
ee eS Peerer rr Te ee TT eee eee 8,239 2 15,323 5 
pe i ee TT TT Tee eee 7,669 2 13,485 2 
BE. POPU ccna cacdeSbeboscccncses 4,350 2 a as 
The Farmer and Farm Stock and Home: 
PERWOROER. THBIEIOM,.. oc ccesccccesnvccseecs 6,989 2 13,097 2 
Dakotas-Montana Edition .............. 5,085 2 11,732 2 
RS EE eee k cosh bee ie scons <ee-eeds 2,520 2 Te os 
TRIO TEEN co ccc ccc esesecereccones 6,736 2 11,265 4 
OS Ee eee ee ee eee ee 6,528 2 9,226 4 
ee ss 665044665 0698300000008 6,476 2 10,713 4 
pe | ee 6,219 2 7,403 2 
Wisconsin Agriculturist & Farmer.......... 6,117 2 11,270 2 
Prairie Farmer: 
SO EEPPTTTTCCTTT Tee? Tee ee 5,914 2 9,415 2 
Re eee eee 5,435 2 8,071 2 
eS err er ee a 5,319 2 11,203 2 
I UI 5a 5 inc 0 6.0.4 05 606000048 6bs Rb O8 5,103 1 11,930 2 
ONS UN ee Are rc ere Tee eee se 4,957 2 7,181 5 
SPT Te eee ee Teer 4,126 2 9,864 2 
TES TERIA TOMORtOA . ococ ec ccc ccncsccwene 3,013 2 4,174 2 
rs CP 2, airs s o:6.Sa0 6-5 65% 0 eR 6OOGE OD 00 2,971 2 7,222 2 
American Agriculturist— 
Local Zone Advertising: 
PTE e Creer ee 1,234 2 1,709 2 
NE (5.5.5. 5 Bebo be Seddon sae 008d 60 798 2 266 2 
EE rete AA's o5:be 54 44tR KEN OHO 86 Oe 364 2 805 2 
ED g6- coo a db bene 6.005054 4 a0S6 8% 210 2 350 2 
ENT ee eee ee eee ee 210 2 coe “a 
PE 660s coche Re CORRES DOODTEE NER COTO 182 2 168 2 
ET Fee Tene T TTT eee eee eT 91 2 168 2 
EP eer ee reer rT Te eee T ET. 91 2 350 2 
.. .. ; Terre Trererr rere re 91 2 acer 2 
TORS ISIANGE -. cc ccccvcvvers vee wes cows oe ree - 1,456 2 
Weeklies 
i ee OE Codes cece es erneceboneesns 17,022 5 17,944 5 
Weekly Kansas City Star: 
NE SUUNEIOT ec ccccdecesdiveeseseves 10,546 4 6,200 4 
PEBRGRS TOGICION 6 cc cccddscrescccsescvcese 8,991 4 4,442 4 
Arkansas-Oklahoma Edition ............ 8,922 4 4,022 4 
Semi-Weekly Farm News: 
ry ee 4,928 4 986 4 
Oo ge Se ee ee eee ee 992 4 960 5 
Re SE er ee eee ee ae 3,001 5 4,697 5 
re EES 1,944 4 801 5 


*Discrepancies between these columns for 1932 and 1933, except in the 
case of weeklies, are accounted for by changes in the frequency of issue of 


—National Advertising Records, Published by The Advertising 
Records Company, Inc. 


Broadcasters 
Send Pictures 
Through Ozone 


(Continued from Page 1) 
broadcasting on the same channel,” 
he said. 

“Thus it might be possible to use 
the same facsimile apparatus during 
broadcast hours, to transmit pictures 
which could be used to illustrate the 
spoken material coming over the air. 
In this way, while a novelist tells a 
story, the pictures of his characters 
could be received. Or while a fashion 
writer is telling of new styles, actual 
sketches might be shown. 

“But the important application of 
the new service would seem to be 
its use as a defensive weapon against 
newspapers if an attempt is made to 
eliminate radio programs.” 


SUMMERTIME 
IN NEW YORK 


At this skyseraper hotel, 
aS the social centre over- 


nights 


$3aDay - $17 a Week 
and up for single roem, 
private bath, radio. For 
doub $5 day, 


Centinental 
reakfast. 
Write for Booklet AA 


Guest Roef Deck. 


BARBIZON-PLAZA 


101 WEST 58th STREET 


Mr. Caldwell’s revelations set ad- 
vertisers and agencies to thinking 
about the possibilities of adapting 
the new mechanism to their adver- 
tising programs. Before this can 
come about, there must be wide- 
spread distribution of the new fac- 
simile apparatus. 


Paraffine Starts Drive 


The Paraffine Companies, Inc., 
manufacturers of paints, floor cov- 
erings, roofings, and kindred prod- 
ucts, will use a large list of western 
newspapers, magazines, and radio in 
a fall campaign directed by Emil 


CENT@&AL PARK SOUTH. N.Y 


Brisacher and Staff, San Francisco. 


Marketing Firm Will 
Handle Foods, Drugs 


A new sales development organ- 
ization which renders a complete 
marketing service for manufacturers 
without such facilities or without de- 
sire to handle their own distribution 
problems has been formed in Detroit 
under the name of Gabriel H. Todes, 
Inc., with offices at 415 Brainard 
street. Present activities are con- 
fined to Michigan, Indiana, Ohio and 
Illinois. 

Within the scope of the firm’s ac- 
tivity is the marketing of products 
through jobber and distributor chan- 
nels as well as retail, and advisory 
service for manufacturers retaining 
their own sales set-ups. 


Pennzoil Account to 


Ruthrauff & Ryan 


Advertising of the Pennzoil Com- 
pany, Oil City, Pa., has been placed 
with the New York office of Ruth- 
rauff & Ryan, Inc. 

E. F. Johnson is advertising man- 
ager of the company. 


Association Managers 
to Meet in Chicago 


Newspaper Association Managers, 
Inc., will hold its annual meeting in 
Chicago, Sept. 12-15. 

B. McCoy, of Madison, Wis., is 
secretary of the association. 


Hotel to Advertise 


Newspapers, magazines, outdoor 
and direct mail will be used by the 
Lincoln Hotel, New York, whose 
advertising account has been placed 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


Our merchandise is saleable now 
when business is being depressed. 
Requires an executive to qualify. Cite 
references. Details by interview. 
Chicago Agency. Box 383, ADVERTIS- 
ING AGE, Chicago. 


HELP WANTED 
WANTED—For new business de- 
partment of well established Chicago 
Public Relations firm, man under 
thirty-five who has excellent record 
selling space or service in Chicago. 
Box 381, ADVERTISING AGE, Chicago. 
LIVE WIRE REPRESENTATIVE 
wanted—in mid-west territories with 
organized following in art, engrav- 
ing and printing department of ad- 
vertising. Clearing house system 
assures clients quality at unusual 
prices. Liberal commission. Mer- 
chandising Advertisers, 2843 N. Long 
Ave., Chicago. 


POSITIONS WANTED 
ADVERTISING MANAGER of 
trade or general publication, or po- 
sition on advertising staff. Twelve 


————_>= 


years’ experience selling advertising 
including the successful Promotigg 
of a new publication. At present lo 
cated in New York but free to a 
any place. Box 382, ADVERTISING Ag 
New York. 


Mrs. O’Brien With Ageney 


Mrs. Mildred O’Brien has joing 
Beaumont & Hohman as Secretary 
of the San Francisco office. 


A MAN IS JUDGED 
by the company he keep, 


If you judge industries the same 
way, you'll find baking ranks in im- 
portance with such gigantic indus- 
tries as steel, oil, and automobiles, 
Baking, with sales totaling 11 bij} 
lion dollars, is 8th in importance 
among all industries. 

700 million dollars are spent annu- 
ally by bakers for goods—not only 
flour, butter and eggs, etc., but for 
trucks, tires, paint, cleaning com- 
pounds, and myriads of other 
things. 

If you have a product bakers can 
use, the place to tell them about it 
is through BAKERS’ HELPER, 
With its valuable editorial material 
it needs no premiums to help sell 
itself to the industry’s leaders. Your 
advertising will be among good com- 
pany in BAKERS’ HELPER, 


Send today for “Baking 
Industry Facts and Figures.” 


BAKERSHELPER 


"HE MAGAZINE ¢ BAKERY PRACTICE #/ MANAGEMENT 


&® Helping Bakers Since 1887 


330 S. Wells St. Chicago, Ill. 


ment) is installed. 


IMPORTANT ANNOUNCEMENT 
by 
FISHER DISPLAY SERVICE, Inc. 
CHICAGO 


In every display installed by us for our various clients, 
a card as per copy below (by permission of the U. S. Govern- 


Name of Product 


Display Installed by 
Fisher Display Service, Inc. 
560 W. Lake St., Chicago, Ill. 
cooperating with 


MEMBER 


WE DO OUR PART 


Display Installation Organization? 


This card signifies that we pay a living wage to our window display 
installers and other employees for a 40 hour week. 

Full consideration of our window display installers, insures better 
and more conscientious service to our clients and ourselves. 

Are your displays installed by a responsible and reputable Window 


Yours For Better Business 


FISHER DISPLAY SERVICE, Ine. 
560 West Lake Street 
Chicago, Ill. 


with Needham & Grohmann, Inc. 
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PADIO SALES 
OFF IN JULY 


New York, Aug. 17.—Radio time 
purchases on chain stations during 
the month of July totalled $1,809,473, 
compared with 2,416,616 in July, 
1932, and $2,065,195 in May, 1933, 
the monthly tabulation of National 
Advertising Records indicates. 

As a result of this decrease, this 
division of the national advertising 
field has shown a decline in volume 
for 13 consecutive months, as com- 
pared with the same months of pre- 
ceding years. The falling of the July 
total below the $2,000,000 figure 
marks the first time this has oc- 
curred since August, 1930, and makes 
July the worst month from the 
standpoint of chain broadcast sales 
since September, 1929, when total 
sales were $1,599,191. 

Total chain time sales for the first 
seven months of 1933 are reported 
as $17,063,839, compared with $25,- 
226,983 for the corresponding period 
of last year. 

Of the July, 1933, total, National 
Broadcasting Company accounted for 
$1,364,059, while Columbia Broadcast- 
ing System’s share was $445,414. 


Six Show Gain 


Despite the drop in total sales, six 
of the 23 classifications showed a 
gain over the corresponding month 
of last year. These were clothing 
and dry goods, up from $2,011 to 
$8,910; home furniture and furnish- 
ings, up from $5,246 to $23,305; lubri- 
cants and petroleum products, up 
from $181,630 to $220,147; paints and 
hardware, up from $8,110 to $9,411; 
radios, phonographs and musical in- 
struments which accounted for $18,- 
850 compared with no expenditure in 
the preceding year; and travel and 
hotels, which likewise jumped from 
nothing to $49,476. 

Although registering substantial 
losses, foods and food beverages 
and drug and toilet goods continued 
to be the largest classifications. 

Cigars, cigarettes and _ tobacco, 
however, were forced into fourth 
place, behind lubricants and petro- 
leum products. 

Only two organizations spent as 
much as $100,000 during the month 
for chain time. These were Stand- 
ard Brands, Inc., $156,224, and Pep- 
sodent Company, $120,540. The 
Standard Brands expenditures cov- 
ered time for Chase & Sanborn Cof- 
fee and Tea, and Fleischmann’s 
Yeast. 

Other large users of chain time 
during the month included the group 
of Ford dealers, $51,156; General 
Foods Corporation, $66,579, and Gulf 
Refining Company, $50,594. 


Spot Broadcasting 


In the spot broadcasting field, 
based on 40 stations scattered 
throughout the country, the largest 
user of this type of program con- 
tinued to be Iodent Chemical Com- 
Pany, with an expenditure for the 
month of $10,426 for time. 

Other large users of spot broad- 
casts included Bulova Watch Com- 


QUANTITY manuracturers 4 
DEALER DISPLAY 
SIGNS foe WINDOW 
and COUNTER USE 
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QUALITY 

SERVICE 
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LOW PRICE 


IMITATION 


SERVING OVER 
200 LEADING 
NATIONAL 
ADVERTISERS 


PHOTOSTAT 
COPIES 


= LET US SERVE YOU a= 


_33WADAMS ST. CHICAGO 


pany, $5,415; Chrysler Corporation, 
$5,507; Citrus Soap Company, $5,201; 
Gold Dust Corporation, $6,552; H. 
J. Heinz Company, $7,602; Para- 
mount-Publix Corporation, $7,710; 
and E. R. Squibb & Sons, $6,370. 


Agencies Only 


A recent item in ADVERTISING AGE 
relative to formation of a new ad- 
vertising organization in the south- 
west gave the impression that all ad- 
vertising interests were to join in 
the movement. The group will be 
composed only of agencies. 


Book on New Deal 


“A Primer of ‘New Deal’ Econo- 
mics,” by J. George Frederick, has 
just been published by the Business 
Bourse, New York. The price is 
$2.00. i 


Romer’s Widow 
in Control of 
Paper’s Stock 


New York, Aug. 17.—Disposition of 
John Irving Romer’s interest in 
Printer’s Ink is left entirely to the 
discretion of his widow, Mrs. Kath- 
arine Northam Romer, according to 
terms of his will filed in the Surro- 
gate’s Court this week. Mr. Romer, 
president of Printers’ Ink Publishing 
Company and the Romer Publishing 
Company, died Aug. 9. 

Most of the estate, estimated at 
more than $1,000,000, was left to 
Mrs. Romer. Two children, Arline 
Romer Baker and John Irving Ro- 


mer, Jr., are provided trust funds Hodges Sails for 


of $50,000 each. No outright bequest 
was made to charitable institutions, Long Stay Abroad 
Gilbert T. Hodges, of the New 


this matter being left to Mrs. Romer. 
York Sun, chairman of the board of 


Provisions of Will the Advertising Federation of Amer- 

Concerning his interest in Printers’ | ica, sailed Aug. 5, with Mrs. Hodges, 

Ink, the will said: “It is my wish for a combined vacation and business 
that such stock be disposed of by the trip to Italy and Switzerland. 


He will represent the A. F. A. at 
executors and trustees in such Man-|ipe International Advertising Con- 
ner and upon such terms, prices, 


gress promoted by the Continental 
considerations and conditions as my | Advertising Association, which will 
wife shall, in her absolute and un-| be held in Rome and Milan in Sep- 
controlled discretion, direct, and her | tember. 
decision with respect thereto shall be 
binding and conclusive upon all 
parties in interest.” 
An announcement in the Aug. 17 


National Signal Appoints 


Advertising of National Signal 
Systems Company, Cleveland, has 
issue of the publication _ stated, been placed with Humphrey, Prentke 
“Printers’ Ink will continue to func-|@ gcheel, Inc. Direct mail, trade 


tion the same way under the same| papers and general magazines will be 
management.” used. 
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markets. 


Everyone knows Cincinnati for the 
stable market that it’s always been. 
No spectacular zooms; no breath- 
taking dips, even in the lean years. 


Consider this stability when viewing 
Cincinnati in the light of national re- 
covery. It is definitely speeding UP 
with the rest of the nation . . . and 
having started UP froma much higher 
level its upward trend will continue 
ahead of the publicized one industry 


Cincinnati’s wide diversification pre- 
vented the bumps, and because of it 


= |A Different 
~_| view of CINCINNATI 


no bounce is needed now. There is 
broader activity here, more jobs, 
higher salaries and greater buying 
power. The improvement is distrib- 
uted over a wider front. 


Sales increases are to be had today 
in this active market where you've 
always had results. Insist that your 
increasing sales be more profitable 
with the exclusive use of the Times- 
Star. 


CINCINNATI TIMES-STAR 


HULBERT TAFT, President and Editor in Chief 


Eastern Representative 

MARTIN L. MARSH 

60 East 42nd Street 
New York 


Western Representative 
KELLOGG M, PATTERSON 
333 N. Michigan Ave. 
Chicago 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


ACTION IS STRESSED IN CORSET COPY BISCUIT COMPANY MAKES DEBUT IN BREAKFAST FOOD FIELD 


LED 


TRADE MARK REGISTEREO 


LOOSE-WiLES 
BrSCculT co. 
= ‘fone 


Rippled Wheat, new product of Loose-Wiles Biscuit Company which is reputed to have 100 uses, is 
being introduced to the public of New York and suburbs through the medium of wpe on elevated 
and subway platforms. Its distinguishing characteristic is an upper layer rippled into shape. 


ELECTED BY LEGION 


FIRST READY-TO-BAKE FRUIT CAKE 


Se, mya 


Action, grace and beauty are the featured themes in a new roto- 

gravure campaign for Formfit Company, Chicago, which will break 

Sept. 10. In order to achieve the desired effects in the photographs, 

which dominate the space, invisible props were employed by Lawson 
Studios, Chicago, with results as indicated here. 


PROMOTES ACCESSORY SALES 


| 
| 
| 
| 
; 


Hills Brothers Company, New York, will introduce its new Dromedary 
Charles C. Greene Dixie Mix nationally this fall. An important part of the product's 
(Story on Page 13) package is the baking tin shown in this illustration. 


WINS GOLF AWARD 
ATTACKS AN OLD BOGEY FOR PAPER TOWELS 


Pea YOURE NOT GOING TO US 
Jem) PAPER TOWEL ON YOUR FACE 


7 OF COURSE 1 AM-ITS | 
end ONE OF THOSE NEW 
| SOFT-WEVE SCOTTISSUE 
TOWELS - NOT A 
BIT SCRATCHY- 
] tT ORIES LIKE 
CLOTH 


Mathilde Weber, Wm. J. Morton 
Company, newspaper representa- 
One of a series of Shell displays in the company's building in St. tives, whe won the Marguerite 
Louis which points graphically to the fact that gas stations have Heinrichs trophy denoting golf su- Illustration from current magazine copy for Scott Paper Company, if 
become miniature department stores for the automobile owner. premacy of the Women's Adver- which “Soft-Weve Scottissue" attempts to remove certain ideaf 
Shell stations handle 3! types of accessories, in addition to Shell's tising Club of Chicago at the an- about paper towels from the public's mind. The new towels are 20 

own products. nual golf tournament Aug. 12. per cent more absorbent and stretch 50 per cent more, copy say 
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